he secret 
and spat 


if 
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Drug Industry 
Will Aid Vets 
in Co-op Drive 


Council-Prepared 
Campaign Asks 5%, 


dough Proofs 


J 


It's the people,” declares the 
jue Network, “who are_indis- 
ersable in these United States.” 
Especially to advertisers. 


~ © 


they're talking about newspaper 
eworks, and there’s also a net- 
ok of industrial communication. | 
ird, oh yes, there are still a | 

| 


eworks operating in the radio Share of ‘45 Budgets 
ied. | 

i i | New York, Nov. 15.—Plans were | 
Malt-o-Meal has solved the| announced here yesterday by the) 


mpling problem by providing | Drug, Cosmetics and Allied Indus- | 
aio listeners with 26-cent checks | tries Committee for a nationwide | 
vith which to pay their grocers, advertising campaign designed to | 
nd so far nobody has succeeded | provide civilians with educational | 
n getting $26 for one of them, | guidance in the treatment of re-| 
= turning veterans. 

Prepared by the War Advertis- | 
|ing Council, the program has the | 
endorsement of both the Army and | 
»| the Navy and involves an exten- | 
if |sive advertising schedule contrib- 
bet-| uted by members of the drug, | 
|cosmetics and allied industries as | 
| their third joint wartime advertis- | 
ing effort. | 

During the past year, the indus- | 
tries contributed an estimated $2,- | 
000,000 worth of advertising space | 
and time in support of the govern- | 
ment program to recruit women | 
for war jobs. The group had pre- | 
viously sponsored a war bond 
campaign of similar scope. The 
new campaign calls upon partici- | 
pants to allocate 5% of their 1945 
advertising budgets to the drive. | 


ee @ 
Borden’s won’t care if you use 
heir champion safety first slogan, 
jich goes something like this: 
ou have plans for tomorrow, 
e be careful today. 


v v v 

The hubbub over the disappear- 
nce of “Pete”, the dummy who 
vas supposed to be painting that 
Plymouth sign in Detroit, couldn’t 
ave been greater if it had been 
real Plymouth that disappeared. 


— wom 


Hungry smokers say they’ll let 
he little Belgians and Greeks 
ave all the condensed milk they 


rant, but please, please don’t| Magazines, newspapers, network 
nd-lease their cigarets. | radio, spot radio, trade and profes- 
sional journals, car cards, outdoor 
= posters and direct mail all are to 

Timex” will make _ postwar be used. 


ngersolls 99.93% accurate, the ads | 
ay, and unless P&G gets a hustle | 

not even Ivory soap can come 
p with a better figure. 


Suggests Ways to Help 


Suggested ways of easing the 
|path of the returning veteran in 
|making social readjustments will 
|be the specific theme of the cam- 
A big advertising campaign is|Paign. The Council, in coopera- 
tting for Shinola, whose makers | tion with OWI, is also at work on 
y think that even salesmen may | rehabilitation advertising drives 
con have to start combing their | Covering other phases of the prob- 


~~ = © 


and polishing their shoes|lem, including campaigns directed | 

din, |to prospective employers of vet- 

"+ # |erans and to the servicemen them- 

The next Wawor holiday has |selves. Details of these drives 
oT ne gn 2n,| nave not been announced. 

noun Pa ingp ocr Or gh ese Revere remeune B mrs 

@ ners of Hew Yous tee! general approach to the campaign | 


|to be sponsored by the drug and 
|cosmetics group were shown yes- 
|terday at a meeting attended by 
| 150 leaders in the field. One of 
|the ads showed a dog outside a 
closed door, with the caption, “The 
scratch, scuff, wear off or | Stranger in Junior’s Room.” The 
lodern Plastics Here | copy points out that the familiar 
ew challenger for O’Sulli-| boy who went to war has come 
's title of “America’s Number | home a changed individual—‘“‘more 
Heel,” restless than Junior ever was. a 
| little impatient, moody.” 
ay Stores has decentral-| Another is headed “What Kind 
advertising department by |° @ Civilian Are You? and car- 
up two service agencies. (Continued on Page 58) 


only difference between | 
U.S. Aircraft 


d the regular agencies is 
heads for debit side. See 


ngovers won’t be able to enthuse 


. ww 


} Py 
Heels of women’s shoes are soon 


vated with a plastic which 


says. 


ee 


Caf 


won’t be expected to fur- 
ee dinners and _ theater 
ir the executives. 


vvy ‘In Washington,’ Page 
scoring touchdowns| 42. Other features: 
ough opposition all over 
Army *s 59-to-0 score | Ad-libbing 12 
Notre Dame shouldn’t have | Business Paper Figures 52 
h of a surprise. Canadian Magazine Linage 34 
Chain Store Sales 48 
> A Editorials 12 
L. Fly finished his FCC | Feature Page 37 
ith a pretty good batting Getting Personal 40 
AA’s Washington editor | Information for Advertisers 12 
ut he will be best remem- | Magazine Linage 46 
his delicate metaphor Obituaries . 57 
vith certain aspects of a| Photographic Review 63 
in the moonlight. Postwar Planning 47 


Rough Proofs | 


Copy Cus. | Voice of the Advertiser 


| spending $1,435,000 for its program 
| this year. Of the $115,000 increase 


| for 


| Sibbert Named to Gooderham & Worts Post 


} 
CASHING 
WAR BONDS! 


WAR BONDS 
FOR THE FUTURE! 


Petrillo Agreement 
Won't Alter Record 
Promotion Plans 


New York, Nov. 
promotion and advertising 
for 1945 of RCA Victor division of 
Radio Corporation of America and 
Columbia Recording Corporation 
will not be immediately affected 
by the new _ recording license 

4 . : . | agreement signed last weekend by 
as buying extra ones is placed in this \those two companies and NBC 
p-riet ag h ad by Merchants National | Radio-Recording with the Ameri- 
Bank, Chicago. Bozell & Jacobs 'S!can Federation of Musicians, it 

the agency. | was indicated by officials of RCA 
j}and CRC. 


: | Although both RCA and CRC 
Railroads Boost jare going “full speed ahead” on 


BUY MORE 
WAR BONDS! 


MerctentsMotionat 
mene onk 


in hicoec 


FEOERAL 


OEPOSIT Hers meets 


MADISON STREET AT RFOZIE AVENUE 


BOND APPEAL—Special emphasis on 
holding current bond purchases as well | 


|importance of 


16.—Christmas | 
plans | 


ANA ‘Steps Up Effort 
to Boost Brand Names 


Case Histories Show 
Wider Ad Functions; 
Carr Heads Group 


New York, Nov. 17.—A wider 
program to sell the public on the 
brand name mer- 
chandising is being undertaken by 
the Association of National Adver- 
tisers in cooperation with other 
groups. An outline of progress of 
this work, with findings in public 
opinion surveys, and case histories 


|of the expanding functions of ad- 


vertising departments of 174 com- 
panies, featured the ANA’s annual 
meeting here this week. 

Charles C. Carr, public relations 
director of Aluminum Company of 
America, Pittsburgh, was elected 
chairman of the board, succeeding 


|Carleton Healy of Hiram Walker, 


| producti f records for the} 
1945 Ad Budget [vepctmn lle ai ak senebane 


for 

S |shortage of paper for packaging 
to 1,550,000 | the records and albums will con- 
tinue to curtail the large increase 


Chicago, Nov. 16.—An enlarged | 
advertising and public relations| in record output which would have 


budget totaling $1,550,000 will be| been possible if the AFM settle- | 


employed in 1945, directors of the|ment had 
Association of American Railroads | peacetime. 
decided at their annual meeting! RCA Victor, 
here yesterday. | about $400,000 for advertising 

The carriers’ promotion of its recordings during 
1944, does not expect to increase 


come about during 


organization is 


for 1945, about $100,000 will be 
devoted to publication of material 
distribution to high schools 
and grade schools throughout the 
country. The remainder of the|Company, New York, is_ the 
extra amount will cover small in- | agency. 

creases in advertising costs. Ad-| 
vertising alone will account for 
$1,103,000 of the ’45 budget, accord- 
ing to Robert S. Henry, assistant 
to the president. 


dising spreads aimed at the Christ- 
|mas trade are scheduled for Life, 
while Time ads will also be used 
in December. J. Walter Thompson 


Same Budget Planned 

In December, CRC 
page, four-color ads 
lier’s and Newsweek 


will run full- 


as Christmas 


cial programs. According to Mr. Ryan, the FCC legal staff will recom- 
mend that the Commission’s proposed rule be that com- 
mercial programs may continue to be identified merely by mention ol 


amended so 


the sponsor’s product or corporation name once during the broadcast. 
NAB has agreed to a Commission provision which requires announce- 
ment twice during a broadcast of the source of funds and information 
for so-called “propaganda” programs. 
New Campaign Promotes Blue Goose Fruit 
Pittsburgh, Nov. 17.—-American Fruit Growers, Inc., for Blue Goose 
citrus fruit, is conducting a campaign through February in the N¢ 
York and New Jersey areas, using 360-line newspap¢ eale 
displays, car cards and outdoor posters. Walker & Dow! 


agency. 


Remington Rand Sets $500,000 Ad Budget 


New York, Nov. 17 Remington Rand, Inc., plans to sp¢ 
$500,000 in 1945, through Leeford Advertising Agency 
typewriter campaign in three years General ine 


trade publications are scheduled 


Detroit, Nov. 17 Ray W. Sibbert has been appointed a 
Gerard Holtorf, general sale nanager of Gooderham & W 
replacing Frank W. Townshend, who has rejoined McCann-E 
Detroit, as account executive. Mr. Sibbert will direct G&W ive 


tising and sales promotion. 


pressing the disks and the) 


| 
| 


| 


| 


this figure during 1945. Merchan- | 


in Life, Col- | 


J. J. Pelley, president of the} promotion. Columbia dealers also | 
group, announced that a total of|/are receiving a large illustrated 
55,000 freight cars is either on| brochure, titled “Tidings of Com- 
order or will be ordered for 1945|fort and Joy,’’ which lists the 

(Continued on Page 57) (Continued on Page 59) 
Last Minute News Flashes 
FCC, NAB Compromise on Identification Rule 

Washington, Nov. 17.—In a special letter to NAB member stations, 
| President Harold Ryan said today that the association and the FCC 
had agreed on a compromise sponsorship identification rule which will 
permit continuation of existing announcement practices for commer- 


Inc., Detroit. Vice-chairmen are 
J. P. Miller, Pet Milk Sales Cor- 
poration, St. Louis, and Paul S. 
Ellison, Sylvania Electric Products, 
Inc., New York. Paul B. West, 
New York, continues as president 
and executive head of the associa- 
tion, and Albert Brown, Best 
Foods, Inc., New York, as treas- 
urer. 

New directors elected were Rob- 
ert B. Brown, Bristol-Myers Com- 
pany; Ralph Winslow, Libby- 


hi , Owens-Ford Glass Company; Wil- 
which abt Aede | Connolly, S. C. Johnson & 


Son; D. H. Odell, General Motors 
Corporation, and W. B. Potter, 
Eastman Kodak Company. Direc- 
tors reelected were Hugh W. 
Hitchcock, Packard Motor Car 
Company, and D. B. Stetler of 
Standard Brands, Inc. 


Endorses Trademark Bill 


The Lanham trademark regis- 
tration bill has been endorsed by 
the ANA, said Eric Haase, legisla- 
tive representative of the associa- 
tion. The bill (H.R. 82) has passed 
the House and hearings on it were 
scheduled to begin this week be- 
fore the Senate sub-committee on 
trademarks headed by Claude 
Pepper. 

One advantage to advertisers in 
the bill, Mr. Haase said, is that it 
gives them the right to register in 
the Patent Office slogans, titles, 
symbols, character names, and dis- 
tinctive features of radio and other 
advertising used in commerce. The 
bill also provides for registration 


of trade names. One _ provision, 
sponsored by the ANA, would 
eliminate the requirement that a 


trademark registrant must display 
with his mark the words ‘“Regis- 
tered in the U.S. Patent Office” or 


“Reg. U.S. Pat. Off.,’”’ but could, if 
he wished, simply use the letter 
“R” in a circle 


A major purpose of the bill, he 


explained, “is to compile as com- 


plete a file of trademarks as pos- 
ible in the Patent Office, so that 
commercial interest will be able 
to determine whether nar they 
t to ; dont e alre idy , 1] e” 
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booklet, “You and Your Brand,” 
on what the brand system of mer- 
chandising means to consumers, 
retailers, farmers, labor and the 
manufacturer, have been distrib- 
uted. The ANA also produced and 
released “The Fifth 
slide film on this subject. 

The ANA, he pointed out, was 
the “only organization in adver- 


tising” to appear at hearings of the | 


Boren committee of the House a 
few months ago, when the OPA 
“tried to impose government ABC 


grade labeling, not only on canned | 
.. but on women’s hosiery.” | 


foods. 
Describe BNRF Program 


Several officers and directors of 


the Brand Names Research Foun- | 


dation, composed of about 40 ad- 


Freedom,” a | 


second class and third class manu- | 


facturers, retailers and consum- 
ers.” 
The BNRF program, initiated | 


last fall, said Ernest L. Olrich of | 
Munsingwear, Inc., is intended to 
“advocate and advance the prin- | 
ciple and philosophy of freedom of | 
choice; to develop better products | 
and receive due rewards for the! 
results achieved; to create greater | 


| understanding and appreciation by | 


the spublie of the significance of | 
brand name products to them in 
their, exercise of freedom of 
choice.” 


Urges Research Program 


A. R. Kneibler of Coopers, Inc., 
urged the need for a “storehouse 
of facts’—a research program | 


In 80% of these cases, he said, 
the advertising department is 
“fully responsible” for preparation 
of exhibits for shows, etc., in 87% 
the ad department handles institu- 
tional advertising, and in 76%, 
publicity releases. 

In fact, this department is fully 
or partly responsible for institu- 
tional advertising in 93% of these 
companies; for preparation of dis- 
plays for dealers or distributors in 
91%; for catalog, 77%, and for 
market research, 77%. 


Majority Help Out 


Although only 16% ot the ad- 
vertising departments of these 
companies are fully responsible for 
advertising for new employes, 77% 
assist on or direct such advertis- 


vertisers in the apparel industry, | from which to educate the public | ing. Seventy-two per cent are en- 
told of the development of its pub- | on the value of brand names mer-|tirely or partly responsible for 
lic education program. “The fun- | chandising—and asked ANA mem- |package design work; 71% for 


damental issue,” said George L. 


bers to support it by supplying | 


Russell Jr., John B. Stetson Com-| information about their industries 


pany, president of BNRF, “is in-| and 


dividualism vs. collectivism. 


in helping to project the 


We | “stories” of others. 
are face to face with the question | 


H. A. Roddick, partner of Mc- 


of whether we are to have a com-| Kinsey & Co., management con- | 
petitive economy or a centrally | sultant, reported on 174 case his-| dealer meetings; 59% for editing 


directed collective economy.’ | tories of 


Grade labeling, he 


national 


would create, in effect, “first class, | vertising departments. 


I concerns on | 
explained, | present-day functions of their ad-|55% for consumer house organs; 


speeches for others; 70% for sales 
motion pictures or sound slides; 
63% for company ceremonies, such 
as awards; 62% for employe 


morale posters; 61% for public re- | 


lations slides or movies; 60% for 
house magazines for dealers, and 


53% for sales analysis; 52% for 


Advertising Age, November 


AT ANA MEETING—Officers and directors of the ANA who attend-d 
week's meeting, include, left to right, W. N. Connolly, S. C. Johnson 
director; R. B. Brown, Bristol-Myers Co., director; D. B. Stetler, Standard ° 
director; C. C. Carr, Aluminum Co. of America, chairman of the boar: 
Winslow, Libby-Owens-Ford Glass Co., director; D. H. Odell, General Motors 
director, and T. H. Young, U. S. Rubber, former director. 


Ralph 


i human relations.” 


dealer cooperative advertising. 
Marvin Bower of McKinsey & 
Co. pointed out that “success of 
the chief executive in meeting 
postwar pressure depends in large 
measure on his effectiveness in 
handling human relations. ‘ 
The advertising executive has 
long been trained in understanding 
He mentioned, 


ecember 1st... 


is the date advertising forms close on the big, important Annual Review 
Issues of these *B.P.I.C. SPECIALIZED EXPORT MAGAZINES in which 


774 exporting manufacturers have already reserved advertising space. 
Have you? 


tions. 


27th Annual Review Edi- 
Big, important, is- 
sues that will bring to the 
Latin American Industrial 


and Construction fields the record of the year’s achievements in a pic- 
torial and descriptive presentation. Mighty valuable reference issues for 
the paid-subscriber readers of these specialized export magazines and 
the advertisers’ best economical buy for continuing contact with the 
Latin American Industrial and Construction fields. 


— 


TH Ntomable 


* * 


. 


and Fans 


29th Annual Edition of EL 
AUTOMOVIL AMERI- 
CANO and 22nd Annual 
Edition of THE AMERI- 


CAN AUTOMOBILE (Overseas Edition). For the automotive industry of 


this country and the automotive trade abroad these Annual Review 


Issues are really an ‘“Automotive-Service-Industries-Show-in-Print”’. 


Ad- 


vertisers meet up with the paid-subscriber-reader-buyers of these spe- 
cialized export magazines who are planning and eagerly awaiting the 
green light to move ahead to bigger and better business with American 
automotive manufacturers. 


FARMACEUTICO 


2lst Annual Review and Directory Issue. Presenting to 
its Latin American Drug Trade and Health Field paid- 


subscriber-readers the record of the year’s achieve- 


ments. 


Made an even more valuable reference edition 


because it will contain the Annual Directory of the industry’s exporting 
manutacturers, products and Latin American representatives. 


*BUSINESS PUBLISHERS 


INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


er 
for example, the use of advertiy 
ing “at least to soften the blow 
to employes when war p!onts ay 
suddenly closed, and urged th 
the ANA educate the chief exeg 
tive on the various ways i) whig 
“the advertising function” «& 
help him. 

Eighty-four per cent of peog 
queried by Opinion Research Cor 
poration in an NA-sponsore 
survey replied yes to the que 
tion, “Have you noticed any af 
vertising that suggests how yg 
can aid the war effort?”, reportej 
Harold B. Thomas, chairman , 
the War Advertising Council ay 
vice-president of Sterling Dry 
Inc. Eleven per cent of the 
people replied no, and 5% did n 
know. 

To the question, ‘‘Which of thes 
subjects would you rather haye 
business firms tell you about 
now?” the answers were: “Thing 
civilians can do for the war effort; 
40%; and “Things civilians can 4 
to help in the shift from war t 
peace,” 43%. 

Increased national income, wider 


spreading of wealth among mor 


and more people, along wit 
changes in the geography of retai 
buying power and pressure fo 


lower distribution costs, are somé 


of the elements in tomorrow 
postwar competitive struggle, sai 
Willard S. French, of Brook 
Smith, French & Dorrance, Detroit 


Outlines Postwar Task 


Introducing a session on “Whé 
the People Think of Business T 
day’—most of which was off-the 
record—Charles C. Carr, publ 
relations chairman and_ new!) 
elected chairman of the board 
the ANA, pointed out that “in 
postwar era, all of us in who 
hands is entrusted that great fort 
known as advertising will need ' 
use it to show that the same ifr 
enterprise qualities can give us 
high level of employment in peac 
We will need to intelligently pr 
sent the contributions our ow 
business concerns are making 
the general welfare as thorough 
and as expertly as we present U 
desirability of the products W 
have to sell.” ; 

Management today is giving It 
creasing thought to the “bes 
sources for recruiting salesmen ! 


(Continued on Page 6\) 


The Most Important Function of Pa 
Is To Help Win the War. Put A W: 
Into Every Piece of Printed Matter 


- « SAUGERTIES, N. 
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> W. Brooke, Vice President, Brooke, 
French & Dorrance, Inc., New York 


|, Iga Che 


and Letroit Advertising Agency, tells how 
5 the \nstitutional Market will lead the post- 


; 86], oe Aipverrisine A GENCY 


LOOKS AT HUGE EXPANSION 
PLANS OF POST-WAR 


3 aie " . 7 7 - - “ ‘is “ : ny - . ™ ra & 
peopl Bee ' le é ae es 4 
Ld 


J last 
Son, 
Srands, 
Ralph 
Motors, 


— 
dvertis 
blow 
tS arg 


ch Cor 
nsore 
e que 


=i re . | "Hotels, hospitals, schools, colleges, restaurants and other insti- 
man | an , >”, a . : tutions comprising the institutional market will be the first in the construc- 
Dr oe | tion field to get under way when large scale building and remodeling is 
did my resumed. 


of thesg 
er have 
abou 
“Thing 
* effort, 
; can da 


"This is because over 50°%, of these institutions now have plans 
prepared and appropriations set aside for this work. Work will begin as 
soon as permitted. Actually, a surprising volume of rehabilitation work al- 


bes a = . . 7 - . 

o. wil ae a) ee a > ready is going on through special authorizations of the W.P.B. 
————_ = "An indication of the size of the post-war institutional field is 
of reta P 

ure fe — a found in recent reports of impartial surveys which show that institutional 
re somé Z * re we a. | P , Y 

— 7m — il construction will exceed residential building by seven times. The institu- 
Brooke on Ue ; rs . . . elle . 
Detroi ‘ oe eee tional market has been estimated as totaling 9.25 billion dollars. Of this 
sk 3 total amount the figure for institutional construction alone, not including 
1 “Wha : . . + . yt 

ess Te ae furnishing or operating equipment, exceeds 3.7 billion dollars. 


off-th 
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"The possibilities in the institutional market are both a challenge 

and an opportunity to all manufacturers who have products and equip- 
‘.. . the Institutional field leads = '"°"* 2PPlicable to this field. 

me fr The above statement by Charles W. Brooke, Vice-President, 

kage Brooke, Smith, French & Dorrance, Inc., New York and Detroit Advertising 


‘king 1 » Agency, indicate the importance of the institutional field. This concen- 
‘ofall others in the backlog of (7° " a babe tne es 

sent ti == trated buying power for mass feeding and mass housing operations is rec- 
asl ognized by advertising agencies throughout the country who specialize in 
- studying trends and in discovering expanding markets for their manufac- 


onstruction projects’”’ 


turer clients. 


x kk 


INSTITUTIONS Magazine is the only publication 
through which your advertising messages can reach the 
entire Institutional Market and all its related divisions. 
It is the only publication which gives full coverage of 
the buying factors in hotels, hospitals, restaurants, 
schools, colleges, industrial cafeterias, railway systems, 
steamship lines, government, public and other types of 
institutions. Your messages in the columns of INSTITU- 
TIONS Magazine will gain the kind of acceptance you 
must have to share in the huge Institutional market. 


t. of C. Releases New Container Re-Use In-Plant Feeding Cuts 
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For Details Write to 


INSTITUTIONS MAGAZINE 


1900 Prairie Avenue, Chicago 16, Illinois 
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NBC Drops Close, 
Who Says Pressure 
Groups Are Cause 


New York, Nov. 18. — Upton 
Close, radio commentator, will not 
be heard on NBC Sunday after- 
noons for the W. A. Sheaffer Pen 
Company, Fort Madison, Ia., after 
Dec. 10, following notice to the 
sponsor by the network that it 
could not sell the time if Mr. Close 
continued in that period. 

C. R. Sheaffer, president of the 
pen firm, told the press that the 
company has no contractual rela- 
tionship with Mr. Close, but signed 
him through arrangement with 
NBC 27 months ago. The com- 
mentator released a statement to 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


by 


St1GM CO, LIMA, OHIO 


the effect that his broadcasts were 
considered “objectionable” by NBC 
because he had discussed the “‘dan- 
gers of Communism.” He claims 
that NBC’s decision is because of 
pressure from “certain radical 
and Communistic elements.” He 
will continue to broadcast Sunday, 
6:30-6:45 p. m., EWT, on Mutual 
for Lumberman’s Mutual Casualty 
Company, Chicago. 

The Blue Network also an- 
nounced this week that Henry J. 
Taylor, war correspondent and 
writer, who has been on the Blue 
since his last trip overseas, will 
not continue his five nights a week 
program after Dec. 31. Mr. Tay- 
lor’s program was available for 
regular domestic broadcasts only 
through that date, the Blue state- 
ment said. 


Ideal Names Young 


Glover M. Young, formerly 
western manager for both Dell 
Publishing Company and Smart 
Set, has been appointed director of 
advertising for Ideal Women’s 


Group. Mr. Young was for many | 


years on the Chicago staff of Good 
Housekeeping. 


Kem-Tone Drops 
Radio for Drive in 
Papers, Magazines 


Cleveland, Nov. 18.—Sherwin- 
Williams Company, reported in 
September as spending $1,500,000 
on 1944 promotion for Kem-Tone 
paint, has decided to discontinue 
“Dunninger, the Master Mental- 
ist,’ after the Dec. 27th broadcast 
|on the Blue, and in the spring. will 
| launch an extensive drive in mag- 
azines and newspapers. 

The Dunninger program, heard 
| Wednesday, 9-9:30 p. m., EWT, on 
ithe full Blue Network of 160 sta- 
|tions, was bought by Kem-Tone 
when the paper situation limited 
the company’s schedule in maga- 
zines and newspapers. The $500,- 
| 000 set aside for radio will go to 
|'the other two media, but, accord- 
ing to Newell-Emmett Company, 
|New York, agency in charge, no 
| details will be decided until after 
| the first of the year. 

The company points out that it 
is not dropping Dunninger because 
of low Hooper ratings, but says 


Leslie G. Mosely 


J. Hugh E. Davis 


1944 


Harold H. \ 


rather that the program has been 
very successful in promoting 
Kem-Tone. A color product such 
as paint, however, can be ex- 
ploited better in a visual medium, 
it believes. During 1944, some 
$500,000 has been used for news- 
paper, magazine and trade paper 
advertising, while another $500,- 
000 went to cooperative advertis- 


ing in newspapers. 


M° CRAY REFRIGERATOR COMPANY 


WORLD S LARGEST MANUFACTURER OF COMMERCIAL REFRIGERATORS 


Complete 
... Effective 
... Helpful! 


. the only ABC plastics paper 
. the authority on the subject 
. the established institution in its field 


ERN 
LASTICS 


@ 


. one of America’s great industrial publications! 


MAGAZIN 


Chicago * 


HRENDALLVILLE . 


INDEANA 


"There is no publication 


crossing my desk which 


covers the field of plas- 


tics more completely 


or 


more effectively than 


Modern Plastics Magazine! 


There is genuine help to be 


found in its pages for 


those occupied with the 


design and engineering of 


almost any product manufac- 


tured today.” 


To 


CHIEF ENG'R & FACTORY MGR. 


4 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Cleveland »* 


Washington * 


™ MEMBER AUDIT 


BUREAU 
CIRCULATIONS 


@ 


OF 


INC. 
17, WN. Y. 
Los Angeles 


Foote, Cone Names 


Four Vice-Presidents 


J. Hugh E. Davis, Pepsocent ap. 
count executive; Harold H. Web. 
ber, research director in Chicag 
Leslie G. Mose- 
ley, Armour 
account execu- 
tive; and Jack 
smock, Union 
Oil account ex- 
ecutive, have 
been elected 
ivice-presi- 
dents of Foote, 
|Cone & Belding 
advertising 
agency. 

The first three 
/are in the Chi- 
cago office of the 
agency, while 
Mr. Smock is in the Los Angele 
office. In addition to being named 
a vice-president, Mr. Webber, \ 
has been director of research 
| the Chicago office, will now for- 
|}mally head research activities 
the New York, Los Angeles, Holly- 
wood and San Francisco offices of 
the agency as well. 


Paul A. Porter 
Appointed to FCC 


Washington, Nov. 16.—Having 
guessed right on the appointment! 
of Paul A. Porter, publicity chai- 
man of the Democratic Natio! 
Committee, as successor to Jame 
| Lawrence Fly, Washingtonians rr 
| sumed their favorite pastime tod: 
lof trying to guess who Preside! 
| Roosevelt would name to the FC 

post left vacant since the retire 
ment of T. A. M. Craven June 3 
| Porter, former Washington at 
| torney for CBS and an administ 
| tion workhorse in the recent el 
tion campaign, was the he 
favorite for the FCC cha 
ship, but the selection 

| seventh commissioner was 
ently a wide open race, h 
| least two FCC staff members 
the running. 

FCC people who have be¢ 
|sidered are Charles Den! 
|Commission’s general coun 

Rosel Hyde, assistant nera 
counsel. Several other no 
|mission names have been 
| tioned. 

Selection of Porter was 
here. Because of his expe! 
|radio and his record as re 
| trol director of OPA and ; 
|to OWM Director Jimmy 
he seemed to enjoy un: 
| respect. 


Jack Smock 


‘Pease Joins Hurley 


James Pease, promotio: 
ager of the Chicago 
American, has resigned 


Hurley Machine Compan 
| cago, as advertising manag 


A FACT 


@ The “‘postwar” building 
ket is STARTING TODAY. 


® Architects 


eyes in work, 


MORAL—to pre-sell a 
architects, use 


Pencil Poin 
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Progressive Archi «A 
| gressive Architecture . rT) 
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“What Will People Say!” 


HEN Maisie appeared on the beach her 

mother heard what was said all right— 
and promptly got “one of those new’ bathing 
costumes”’ for herself. 


Which is pretty much what happens when- 
ever a progressive idea comes along. 


Take the auto. Folks who yelled “Get a 
horse” when the first horseless monsters 
snorted down Main Street soon ‘knew a good 
thing when they saw it”—the second time, 

yway. 


And people who, at first, “couldn't see 
any use for the telephone” now have to be 
ed to limit their calls. 


Look at “the comics” as another example 
© hearty acceptance of a new idea. 


Chey’re acknowledged today as a basic ed- 
ional force. The Army Air Force uses the 
cture story” technique to train aviators. 
chers find it invaluable as a teaching aid in 
srooms...Wwhile in Sunday Schoois across 
country, children are learning a better 
lerstanding of the Bible through stories in 
ures. And, to quote a recent Fortune Mag- 
i¢ poll—“Four out of five persons who 
newspapers read comic strips.” 


No wonder 48 leading manufacturers 
advertise their names and products in Puck- 
The Comic Weekly, the majority of them 
consistently year after year. 


These firms proved Puck’s worth. They’ve 
found what tremendous sales power there is 
in getting their advertising “next to” a picture 
story starring such popular and beloved per- 
sonalities as “Jiggs and Maggie,” “Blondie 
and Dagwood,” “The Little King,” “Little 
Annie Rooney,” “The Katzenjammer Kids,” 
“Prince Valiant,” and all the others who “‘live”’ 
in Puck’s great all-star cast. 


No less than 20,000,000 people read Puck 
every week. Distributed through 15 great 
Sunday newspapers from coast to coast, Puck 
is “family reading” in over 6,500,000 homes. 


In the post-war period, Puck -will be even 
more important, because to millions it’s been 
“an oasis of fun” in a war-torn world, a weekly 
publication peculiarly close to the hearts and 
the minds of the American people. 


For more information about how this pub- 
lication can help sell your company’s name or 
product, just call or write Puck-The Comic 
Weekly, 959 Eighth Avenue, New York 19, 
N.Y., or Hearst Building, Chicago 6, Ill. 


She Advertisers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Baver & Black Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 
Chesebrough Mfg. Co. Consolidated 
Chrysler Corporation 

The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Doughnut Corp. of America 
Eversharp, Inc. 

Frank H. Fleer Corp. 

F. W. Fitch Company 

General Electric Co. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

The Grove Laboratories, Inc. 
Geo. A. Hormel & Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


“The ‘Junket’ Folks” 
(Chr. Hansen's Laboratory, Inc.) 


Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 

The Lionel Corporation 
Maybelline Company 

The Mennen Company 
Pepsi-Cola Company 

The Pepsodent Co. 

Pillsbury Flour.Mills Co. 
Procter & Gamble Co. 

The Quaker Oats Co. 

Ralston Purina Co. 

R. J. Reynolds Tobacco Co. 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 
Twentieth Century Fox Film Corp. 
Unicorn Press 

U. S. Army Recruiting Service 
Van Camp's, Inc. 

Wilson Chemical Co., Inc. 
William H. Wise & Co., Inc. 
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ling an advertising message to 
| servicemen overseas has been mis- 
| understood to a large extent. 

| In fairness to the numerous 
publications designed to appeal 
primarily to servicemen, which 
| carry advertising, as well as to all 
|other advertising media, it seems 
desirable to clear up the points at 
| issue. 


Confusion Arises 
Over Ways fo 
Reach Servicemen iis ° 2 * % rons = 


Washington, Nov. 16.—Com-|story appearing in these columns 
plaints pouring in to ADVERTISING} Nov. 13, but apparently some mis- 
AGE — principally from service! conceptions have been read into 
publications which report trouble} the story by a number of adver- 
with advertisers—indicate that the} tisers and agencies. ADVERTISING 
analysis in these columns last | AcE pointed out that there is no 
week of the difficulties of present-! single mass medium or group of 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


C0 BAY STREET. - TORONTO 


WINNIPEG, REGINA, CALGARY, 


ADVERTISING MERCHANDISING 


TORONTO, 


MONTREAL, EDMONTON, VANCOUVER 


mass media designed primarily to 
deliver an advertising message to 
servicemen overseas; and this is 
true. 


Individual Copies Clear 


However, it is possible to reach 
substantial numbers of servicemen 
on foreign duty through any of 
the established advertising media, 
including service papers and gen- 
eral magazines and newspapers, 
just so long as the publications 
are sent on individual subscription 
to individual members of. the 
armed forces. All publications, in- 
cluding ADVERTISING AGE, have 
some subscriptions going to serv- 
icemen abroad, and copies served 
on such subscriptions are deliv- 
ered intact, including the advertis- 
ing content. 

Many of the service papers and 
most of the general magazines 
have built up a substantial volume 


> 
Advertising Age, November 194 


of such circulation, the 
determinable through an examina- 
tion of the publications’ subscrip- 


tion lists. 


Thus, if any reader developed | subscription 
the idea that no publication adver- | throughout the world, but 


tising could possibly reach men in 
service overseas, it should be 
clearly understood that this idea is 


erroneous. Individual | copies of 
any publication — service or gen- 
eral — addressed to _ individual 


members of the armed forces over- 
seas, are delivered without deletion 
of advertising content. 


No ‘Bulk’ Distribution 


There is, however—and this was 
the point of the original story—no 
“bulk” distribution of media con- 
taining advertising among service- 
men in foreign service. 

Apparently the one notable ex- 
ception to the rule about bulk dis- 


actual| tribution overseas 
amount in each case being readily | (see letter in “Voice of th: 


| Christmas 


/newspaper advertising. This y 


/}mas; Savings plan—both for re 


|for every purse—from 50 cent 


| Club 


| tions which participate in {¢ 


Club Distribution 


| lar broadcasts in many other cit 


| Which 


is © 


tiser,” this issue). This gq 
cial publication for Navy 
nel not only distributes ; 


to Navy 
arrangements with repres: tiv 
aboard ship and at naval) tioy 


in foreign areas as well ; 
United States, ships copie 
for sale to personnel. The |. i+),. 
neck, Marine publication ar 
ently also operates in this | nyo 
but it is understood that ertis 
ing does not now appea: bul 
copies going overseas. 
Pony editions designed | 
for servicemen overseas, -uch 
the Servicemen’s Pony Ed tion 
ADVERTISING AGE, do not "y af 
vertising; and all pub: catio 
which are purchased for tri 
tion at post exchanges, my 
hospitals, etc., overseas, ve } 
advertising. This is true of 
4,000,000 copies of 21 “favoriy 
magazines which the War Depay 
ment sends overseas, and in g 
eral it is true of all publicat) 
which are bought “in bulk” by ¢ 
armed forces. r 
Likewise, as pointed out in | 
original story, third class ac 
tising mail cannot pass the | 
of embarkation, but first class m 
of whatever kind is deliver 
without interference. 


Radio to Feature 
1/2 Billion Xmas 


{ 


New 
tion of 


York, Nov. 
half a billion dollar 

club savings to mer 
bers throughout the United Sta 
will be accompanied this yea 
five-minute radio broadcasts s; 
sored in 45 cities by Christ 
Club, Inc., New York, and by s 


17.— Distt 


paid for by local banks. 
Christmas Club, according 

Herbert F. Rawll, president, alt 

nates yearly between radio 


the organization has _ produc 
through its agency, Brooke, Smit 
French & Dorrance, Detroit, af 
minute “morality” type playlet { 
radio transcription which dram 
tizes the advantages of the Chris 


cash in the holiday season and f 
buying war bonds. 

The transcription points out th 
there are Christmas Club ‘class 


$20 a week.” The playlet 

heard in the New York metropol 
tan area during the week beg 
ning Dec. 4 over stations WO 
WHN and WQXR. Broadcasts 

be made over local stations ¢ 
where after Nov. 27, the dat 
Chyristmas Club dist 
tions begin. 

Suggested copy for C 
newspaper advertising 
been sent by the organiz ! 
4,800 banking and savings 


plan. The orgianization wil! su 
playlet discs to banks wh 
to sponsor local broad 
cities other than those cover 
the club list. 

This year’s distribution, 


I dreamed last night a clerk actually 
is 


saw a store with its shelves and coun- 


tried to sell me something. . 
ters lined with familiar names and 
brands, it would be just like meet- 
ing old friends. I'm looking 
forward to the day when I can pick 
out what I want and get it when 
I want it. 

The 


every one wants to buy something. 


manufacturer realizes that 
He knows. too, that reconversion to 
pursuits of peacetime is as big a 
task as tooling for war. He wants 
you to have the things you want and 
to offer you startlingly new prod- 


ucts. It will take time. even though 


some important materials have 
already been released for civilian 
use. The change from the familiar 
to something better should be vis- 
ualized as a process of evolution, 
not revolution. 


You'll read about the modern de- 
velopments more and more—in the 
advertising of companies that plan 
to produce them. In your daily 
newspaper, for instance, for that is 
a medium which reaches important 
groups in the nation’s population. 
And in one newspaper in Philadel- 
phia particularly, because that 
newspaper is read by nearly 4 out 
of 5 Philadelphia families. 


That one newspaper is The Phila- 
delphia Evening Bulletin. It is 
especially recognized for its thor- 
ough-going editorial coverage, in- 
cluding an extraordinary range of 
local news. For its persistent habit 
of going home in this City of Homes. 
And for having the largest evening 
circulation (over 600,000) in 
America. 


IN PHILADELPHIA — 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more Wor Stamps from your newspaper boy 


|ing to Mr. Ra‘wll, is 20 
of last year’s ‘and is the 
since the 1933 bank holid 
average membe,” check th 
| $70, highest in the club’s 
| history. 


‘American H me’ Nc me 
Agry Advertising H°a¢ 


Warren C. Agry has | 
pointed advertising dir 


American Home, New Y« 
tive Nov. 27. 

Since 1941, Mr. Agry 
publisher of Good Hous 
He joined the Hearst ors 
in 1927 and served as at 
manager of Cos mopolit 
later as business mianage 
vertising manager of Got 
keeping. 


nr 


Waggoner to ddr 
Premium Club Mee’ 99 


Frank H. Waggoner, 
Premium Practice & Bus 
motion, New York; wil 
the Premium Indtwistry 
Chicago, Nov. 21 ,0On 
Postwar Product Prefers 
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6 DRUGGISTS LOOK TO 


MANUFACTURERS FOR 


PRE -TESTED 
SELLING PLANS 


AND PRODUCT “ 
/NFORMATION 


Sus Jack Grozier 


At a recent regional meeting of the Maryland Phar- 
maceutical Association, John A. Crozier, General 
Manager of the Calvert Drug Company, Baltimore, 
and the reelected president of the Federal Whole- 
sale Druggists Association, spoke. His subject: 
“How the drug trade manufacturer can aid the retail 
druggist in getting more volume in the postwar 
period.” 


Said Mr. Crozier: “I think the retail druggist has a 
right to look to the manufacturer for pre-tested mer- 
chandising plans. Before a manufacturer makes gen- 
erally available a new product, he should be able to 
present a workable volume-producing merchandising 
program. Window displays, counter displays, and 
selling techniques should be tried out under actual 
retail drug store conditions. 


“Not only should the manufacturer come across with 
pre-tested selling plans, but the retailer himself must 
be adequately and constantly informed with regard to 
the products the manufacturer gives him to sell. Con- 
sumers are apt to be more inquisitive, more exacting, 
in fact, more demanding once the seller’s market gives 
way to a buyer’s market. 


‘Again, if I were a manufacturer, | would try to know 
as much as | could about the different types of drug 
stores so that, if possible, I might develop selling tech- 
niques appropriate to each. 


“It seems to me that the manufacturer might well 
install a new officer who, for the sake of a better title, 
might be known as ‘Retail Sales Manager.’ It would 
be this man’s job to be intimately informed with 
respect to conditions throughout the country in the 
retail drug field, the types of competition confronting 
it, the major factors underlying this competition, as 
well as being on his toes to all merchandising practices 
and trends as they may exist throughout the country.’ 


DRUG TOPICS says ‘‘Amen.”’ 


DRUCIORTES 


330 West 42nd Street . . New York 18,N. Y. 
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Executives Told 
Sales Knowledge Is 
Reconversion Key 


Chicago, Nov. 16.—The key to 
successful merchandising in the 
postwar period is a_ thorough 
knowledge of one’s product and 
markets, executives were told to- 
day at the seventh annual mid- 
western sales conference spon- 
sored by the Chicago Sales Execu- 
tives Club. Over 400 sales execu- 
tives attended the all-day meet- 


Free survey at your request! 
PORTSMOUTH, NEW HAMPSHIRE p 


ing and evening dinner. 

Speakers at the conference were 
|'H. H. Maynard, professor of mar- 
keting, Ohio State University; 
Charles Luckman, president, Pep- 
sodent division, Lever Brothers 
Company; Fred D. Wilson, pur- 
chasing director, RCA Victor divi- 
sion, Radio Corporation of Amer- 
ica; and Raymond C. Cosgrove, 
| vice-president, Crosley Corpora- 
tion, Cincinnati, and _ president, 
Radio Manufacturers Association 
of America. 

Dr. Maynard said sales man- 
agers must meet the challenge of 
distributing vastly increased quan- 
tities of civilian goods soon to be 
available and declared “reconver- 
sion on the sales front will be just 
as essential as in the factory.” He 
said the sales executive who ex- 
pects to function effectively must 
be able to recruit, train and super- 
vise a force of salesmen who can 
create markets. 


Criticizes ‘New Fields’ 


Mr. Luckman criticized the re- 
conversion philosophy of creating 
new markets by creating new 


items, declaring “there is too much 


| 
| 


thought being given to ‘new fields 
of endeavor’ and not sufficient 
thought to our current bread and 
butter.” 

He said there should be more 
stress on new packaging— 
“thoughtful, intelligent packaging 
far beyond prewar standards.’ 
But he warned that while product 
identification is important, “con- 
sumer acceptance is vital.” 

He predicts that basic merchan- 
dising trends will see the present- 
day five-and-ten-cent store emerg- 
ing as the “junior department 
store of tomorrow; super-mar- 
kets a half-block long, ‘handling 
every commodity known to man;’ 
and “storeways on the highways;” 
of gas stations selling a great va- 
riety of items. 


Stresses Fundamental Rules 


He said that merchandising in 
the postwar era will have adver- 
tising as its focal point, “tied in 
with a plan of selling through the 
dealer and not just to the dealer.”’ 

Declaring that the postwar 
salesman will require a greater 
knowledge of his company to do 
an efficient job, Mr. Wilson said 


Advertising Age, November 2) j94, 


that the fundamental rules for 
selling, which alike apply to buy- 
ing, should be stressed to the 
salesman for business efficiency. 
He said the rules are: Know your 
company; know your _ product; 
know your markets; deal with the 
facts; back up your commitments; 
get the order; care for your health 
and conduct and be loyal to your 
employer. 

Mr. Cosgrove advised sales man- 
agers to see that other key execu- 
tives in their company know how 
their own company’s products are 
sold and distributed. 

To overcome the false impres- 
sion in his company that a sales 
force lacks “responsibility,” Mr. 
Cosgrove held a series of confer- 
ences for distributors, and had the 
entire executive management— 
engineering, manufacturing, pur- 
chasing, accounting, legal, etc.— 
sit in. He said they got “an en- 
tirely new and different picture of 
our sales operation.” 

At the same time, he pointed 
out, while sales management 
wants the full cooperation of all 
the other departments, it has an 
obligation to top management, and 
should make an effort to move the 


Not rich and 


not poor 


just “average” 


@ Whenever we think of 
that hypothetical person, “‘the 
average American,” most of 
us invariably compare him to 
ourselves. We think in terms 
of our tastes and habits. Of 
course, we’re mistaken. We 
aren’t average. The average 
man doesn’t live in a sub- 
urban home, he doesn’t drive 
a Buick, and he doesn’t read 
slick-paper sophisticated 
magazines. On the contrary, 
he probably earns about $30 
a week, and he only has a 
grade school education. If he 
isn’t a skilled mechanic, he 
probably drives a milk wagon 
or a bread truck. 


@ And the greatest force in the life of this average man, 
aside from his family and his job, is the daily newspaper. 
Not only does it provide him with the signposts so that he 
can understand the complexities of today’s existence. 


Above all, it is the most effecti 
Because it should be perfectl 


newspaper has a two-fold role: 


ve force for good he knows. 
y clear that the American 
Besides being the source of 


news and information, it can be a tremendous social force. 


@ The Memphis Press-Scimitar is one of America’s finest 


evening papers, we think, becé 


1use in its city it represents 


a 


so very much to the average man. As a newspaper it’s just 
as tremendously interesting to him as it is to a bank presi- 
dent. He knows it furthermore as the leader in every 
effort for the community welfare. No newspaper anywhere 
has acted more consistently and effectively for 


the public good. The Press-Scimitar is a great = 
newspaper because in Memphis, just as it is : 
very close to housewives and debutantes, cor- j 
poration executives and service men, so does ir 
it have the profound respect and confidence of 


the Average Man. 


MEMPHIS PRESS-SCIMITAR 


x 


&. re » 
. 


accomplishments. 


has a Memphis is a better city, it is more Press-Scimitar is one of America’s 
unity prosperous, it offers greater employ- finest evening newspapers because no 
r-building ment because of many Press-Scimitar paper anywhere has a deeper sense of 


its civic obligations. 


SHAPE OF THINGS—Tide Water Ax. 
sociated Oil Co., New York, ran thi. 
ad recently in 200 newspapers in |} 
eastern states, with large size inser. 
tions in 19 newspapers in New Yopt 
Boston, Philadelphia and Washington 
The brawny giant dominating the 
ad will be used for the rest of thi: 
year in all the company's eastern news. 
paper copy. Lennen & Mitchell, New 
York, is the agency. 


— 


product “at prices that will brings 
in a fair margin of profit” to th 
management that has obligation 
in turn to stockholders and direc. 
tors. 


Fly Appointed 
General Counsel] 
to AMP and Muzak 


| Federal Communications Commis- 
|slon since September, 1939, w) 


| 


New York, Nov. 16.—Jam 
Lawrence Fly, chairman of t 


I 


resigned this month to establis 
law offices in New York City, ha 
been appointed chairman of th: 
board of Associated Music Pub- 
lishers Corporation, parent com- 
pany of Muzak Corporation, and 
general counsel for both AMP and 


The appointment, as announced 


| Muzak. 


by William B. Benton, owner of 
presi- 
dent of Muzak, confirms the report 


| the AMP common stock and 


| prevalent in October when 


|Benton’s plan for a “subscrip 
radio network on FM circuits was 
tM 


projected before the FCC, tha 
| Fly had been invited to partic 
in the plan, 


Joseph L. Weiner will cont 


| Mr. Benton said, “as couns¢ 
resenting my interests and 


|zak’s interests in subsci 


chairman of the board o! 
| Encyclopedia Britannica, \ 
|chairman of the Committ 
| Economic Development, and 
president of the University « 
cago. 


to Watch for Radios 


Although no new civilian 
are yet available, Galvin 
Corporation, Chicago, is r 
small space “spot announcs 
ads in 122 large city news 
through Gourfain-Cobb A‘ 
|ing Agency, under such he 


las “Watch for...” and “Be 
}for . . .” the postwar M 


| models. 


|THE KEY THA’ 
OPENS THE DOO! 


to future sales in 


the Petroleum In 


\F 
WORLD PETROL 


Under the Management of 
REX W. WADMAN 


2 WEST 45TH STREET » NEW Y¢ 
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pt 
| radio.” Mr. Benton, formerly 
Benton & Bowles, New York, 


Motorola Tells Readers 
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KENHEIMER CO. 


she is soundl 


Of seasoned oak to fill the need for strength 
... hand hewn... calked, trimmed and 
ballasted against the winds and tides, 
[the ship speeds safely through stress 
fand storm from port to port — for she is 
soundly built... 


Advertisers in The United States News 
use its pages 
—because its theme — National 
Affairs—is constant 


—because the demand from busi- 
ness executives for vital in- 
formation is as continuous as 
business itself 


—because its subscribers read 
it from cover to cover =90% 


—because each year it gathers 

more and more importance. 
The judgment of the advertising buyer 
who heads his schedule with The United 
States News rests snug and easy —for 
she is soundly built. ............ 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English — clear, crisp, concise. 


Daniel W. Ashley 
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30 Rockefeller Plaza, New York 20, N.Y. 


'S OF NATIONAL AFFAIRS—more than ever important in the 


periods that lie ahead 
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Smoke Shortage 
Gets a Spot in 
Raleigh Script 


Chicago, Nov. 16.—In line with 
a telegram to ADVERTISING AGE 
last week from T. V. Hartnett, 
president of Brown & Williamson 
Tobacco Corporation, that 
pany broke the ice this week in 
giving the public an explanation 
of the cigaret 
advertising, and at the same time 


getting over a neat plug for 
Raleighs. 
Other cigaret producers con- 


com- | 


shortage in its} 


tinued to pay little if any atten-| 


tion to shortages in their advertis- | 


ing, leaving the sound and fury 
to resound in the editorial pages 
of newspapers and magazines, and 
in a confusing maze of statements 


VOICE “Is there really a cigaret 
shortage?” 

ANNOUNCER: “Yes, indeed!” 

VOICE “Why don't the manufac- 
turers make more?” 

ANNOUNCER “We can't Our Ra- 
leigh plant is working to capacity right 
now. Remember, one-third of all the 
Raleighs we make goes to our fighting 
men overseas. So, with civilians smok- 
ing more than ever before there just 
aren't enough Raleighs to go around.” 

Voice: (from echo chamber): “But 
one thing, Mister, you will learn, Ra- 

| leighs have quality to burn.” 

ANNOUNCER: “That's right ; Shortage | 
or no shortage... quality stands pat 

— because Raleighs are blended only 
With <x.” 


‘ 


by OPA, wholesalers, retailers, 
associations, indignant smokers, 
members of the Anti-Cigaret 
League, and what not. 

On its Tuesday evening program 
over NBC, “Raleigh Room with 
Hildegarde,”’ 
inserted this dialog: 


3rown & Williamson | 


Advertising Age, November 2 94, 


According to Mr. Hartnett, simi-| been added to the local distribu- 


lar copy will probably appear tn 
| newspapers also. 


| “The Chicago Retail Drug Asso-| 


| ciation, following its meeting with 


|make a_ thorough 
Chicago drug store members to 
determine what percentage of last | 
| year’s finer tobaccos they are get- | 
ting. 

A. C. Mayerson, president of the | 
CRDA, charges that small consum- | 
ers such as night clubs, which had | 
a higher retail price on cigarets 
before the ceiling date and can 
operate on smaller discounts, are 
getting the bulk of the wholesal- 
ers’ supply; and that cartons are 
being sold in barber shops, from 
parked autos, etc., for as much as 
$2.50 a carton. 

Mr. Bradley told the CRDA that 
| while something new might have 


tion setup, receipts for state reve- 
|/nue stamps show that the drug- 
gists are getting a supply only 
| about 15% less than last year. The 


A. E. Bradley, acting OPA district | drug store officials say they are| 
price executive, announced it will| setting only 50% of what they got|many soldiers who consum 
survey of its| last year. 


GOV'T AUTHORITIES 


‘EXPLAIN’ SHORTAGE 

Washington, Nov. 15.—The cig- 
aret shortage just doesn’t make 
sense here, despite voluminous re- 
ports from such authorities as 
Price Administrator Chester 
Bowles and the War Food Admin- 
istration. 

According to their reports, there 
is no shortage of tobacco and pro- 
duction of cigarets is near the 
peak. The only conclusion they 


can reach is that there is “bad 
distribution,” black markets or 
hoarding. 


IN BUSINESS PAPER ADVERTISING 


wow. YOUR OWN, 


THANKS TO 


BROWNS chuperet 
GIMMICKS 


SURE IT’S ELEMENTARY. But maybe be- 
cause we've all gotten a little paunchy 
around the sales front during war 
years it is well to emphasize this fact: 


Advertising has got to do a great 
deal more than lift its weight in the 
competitive period ahead. 

No maybe about that, either. Few if 
any manufacturers will be far ahead of 
the hot breath of competition...asnew 
and old brands fight for recognition... 
as new standards of quality, design, op- 
eration, distribution become apparent. 

And the power of the pages in the 
business papers reaching your market 
will surprise you. So know your own 
strength — and use it... to make your 
advertising more efficient ... to gain 
greater readership, lower cost-per- 
inquiry. 

HOW TO DO IT—Conditions have 
changed. Your customers aren’t the 
same men they were five years ago. 
They don’t think the same. Nor do 


BROWN’S 
Ufppewert 
GIMMICKS 


GOP 
Save HY, 


V2 Yonty/ 


they have the same problems today. 

Find out. Don’t questionnaire thou- 
sands. Visit with a few yourself. Then 
get someone out in the field to make 
similar calls . . . asking about the 
hopes, plans, headaches of your pros- 
pects. What are their objectives in 
the years immediately ahead? What 
do they like or dislike about products 
such as yours? 


Then ... write ads that tell the 
reader what he wants and needs 
to know about your products or 
services — ads that will help him solve 
some of his problems. 


This field work — talking to readers 
—is no untried formula. It’s what 
A.B.P. editors do. And that’s what 
makes good business papers essential 
sources of help and information for 
business men. 

But not too many advertisers have 
followed in the editors’ footsteps. 
Those who do, really cash in. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42 Street, New York 17, New York 


STRENGTH [ 


Sn neg 


HOW TO INCREASE 
PRODUCTION 
WITH 


ROWNES 
emMicxE 


Pere 


SIMPLE SEVEN STEP 
PROGRAM 600STS EFFICIENCY 


HERE’S HOW A.B.P. CAN HELP YOU — We 
have case studies of what other com- 
panies have done, and how it has paid 
out ... a check-list of points that 
simplify the approach; improve the 
results of field work. Booklets like 
“Intensive Advertising” by John E. 
Kennedy and others that may be right 
on the beam for you. In many cases 
field workers of individual A.B.P. 
member papers have been out re- 
searching their readers to discover 
the kinds of advertising that they find 
helpful. These publishers have first- 
hand reports of these interviews 
which might lay the groundwork for 
your own research. 


Drop us a line, phone, or stop in at 
the A. B.P. office and we'll be happy 
to see that you get copies of anything 
that may be interesting to you. Maybe 
we can help solve some of your prob- 
lems just as you try to help your cus- 
tomers and prospects solve theirs. 


DON’T FORGET — 


Business Paper Advertising 
Contest. Entries close January 
31, 1945. For details write 
to A.B.P. Headquarters. 


According to OWI’s stu 
duction of cigarets for di» 
consumption during the fi: y),. 
months of 1944 totaled 1: hi, 
lion, compared with 187.1 1] 
for the same period last ye Bus 


domestic cigarets 
overseas now. 

On the other hand, exp:rts , 
additional tax-free cigar for 
the boys during seven months ,; 
1944 outstripped total exports ¢,, 
1943. 

On the subject of the muc) dis 
cussed tobacco shortage, Wa» Fo 
finds that withdrawals from tp. 
bacco stocks are ahead of any yea, 
prior to 1942. And produciion 
good cigaret tobaccos in 1944 wa, 
nearly 25% above 1943. 

The cigarets apparently ; 
ing made. Price Administrato 
Bowles talks about bad distriby. 
tion, with boom towns sufferin; 
and communities that have lo. 
residents since June, 1943, 


last y: 


e be. 


OPA people are searching fo 
black markets in Detroit, St. Pay 
and Minneapolis. With rationin; 
impossible, all they can suggest g 
far is “Be considerate in buying’ 


It says: ‘The Tacoma 

News Tribune is 
a must buy 

in Washington!” 


A “must buy”? Certainly. 
For two reasons. 


First: Tacoma is Washing: 
Second Market 
market that demands con- 


ton’s 


centrated local coverage 


Second: The Tacoma mr: 
ket is effectively cov 
only by the News Tribune. 
In Tacoma-Pierce Cou: ‘y, 
for instance, the “Trib” « 
22.6% more circ a 
tion than all other Tac 
and Seattle daily pa 


combined! 


livers 


Get the complete Tac 
market story — now. 
Lorenzen & Thompson: 


ABC A 


(Source of figures: 
Reports) 


™Nows Trib: 


TACOMA, WASHIN¢ 
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Didst see i¢ plain 3 


Ten years of cables from Chungking can convey less understanding than one pertinent 

no 

on Sees gue, ahine erty. placid acceptance. thin bodies 
picture... age, abject poverty, placid acceptance, thin bodies, 

nu 

oh sweaty skins, air raid signal poles—all spell reality 

al 

nae ... and reality results in conviction! . . . Gravure, sensitive to 

r. anything the camera can catch, shows the eye more than text can 

d 

om tell... And Sunday Gravure picture sections regularly rate go% 

3, enjoy: . R oo js ‘ : 

he as readership in whole families, are a habit of long standing, because 

Ort this, ‘ 

ching fo , ee ~! . 

St. Pay their content is highest in interest and attention, adds interest and 

rationin; 

uggest s ; rs , ' 

buying.’ audience to advertising, too . . . Metropolitan Group has made 


a national medium out of these Sunday gravure sections, ties up 
%in one useful unit twenty-five major Sunday papers, with a total 
of over 12,000,000 circulation . . . concentrated in half 

‘ the country’s better homes, giving newspaper coverage 


as well as magazine presentation .. .'Ten or more papers 


. 


earn the lower Group rates... 
will make coverage check with 
your choicest markets .. . Get 


the details from any office! 


tainly. 


shing- 
et —a 
s con 
ge 
| mafe 
Ve ed 
ibune 
Ou Ys 
- 
b” de 
ire a 
acy a 
Da! fS 
= d 
| 
sK 
' 
n. 


Atlanta Journal « Baltimore Sun « Boston Globe + Boston Herald + Buffalo Courier-Expr -C} Pribune « Cincinnati | 
i née Cleveland Plain Dealer - Des Moines Register * Detroit News + Detroit Free P: - M | \I | 
N New York News * Philadelph i Inquirer + Pittsburgh Press +« Providence Journal * St.] - Der rat ° St.l p 1) tch 
IG 0 Sr. Paul Pioneer Press * Scranton Scrantonian * Seattle limes * Springfie ld Ur na R pu n*s P t-star r *Washineton Star 
' 
220 F. 42nd St., New York 17 + Tribune Tower, Chicagoit * New Center Building, Detroit 2 * Montgomer , san Fras 4 
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How Much for Rdverticlag? | 


Figures released by the Federal 
Trade Commission in its recent 
analysis of sales and advertising 
costs included in its report on cor- 
poration operations in 1940 de- 
serve and will receive the careful 
study of those concerned with 
marketing costs and the part that 
advertising plays in them. While 
it is difficult to generalize from 
data developed for entire indus- 
tries, some significant facts may 
be noted from a study of the re- 
port. 

It is indicated, for example, that 
in fields where demand and sales 
volume depend almost entirely 
upon the promotional effort of the 
individual manufacturer, both 
sales and advertising costs are 
relatively high, but it is also ob- 
vious in these cases that, without 
advertising, sales costs would be 
prohibitive because of lack of vol- 
ume. On the other hand, high 
sales costs frequently are accom- 
panied by relatively small ex- 
penditures for advertising, sug- 
gesting the possibility that more 
generous use of advertising and 
other promotional aids would in- 
crease sales and thus reduce all 
marketing costs. 

For example, it is shown in the 
report that the highest sales cost 


reported for any industry is. that | dustries are indicated by the find- 
involved in the marketing of sew- | ings 
| FTC report. 


ing machines, for which sales ex- 


No Time for Complacency 


One of the most penetrating and 
stimulating comments 
John T. Woodside in his recent 
talks to sales and advertising ex- 
ecutives in New York and Chicago 
is that plans for expanded and in- 
tensified sales and advertising ef- 
fort in the postwar period may be 
lagging at present because of too 
great complacency over the record 
achieved in the war years. 

As Mr. Woodside pointed out, it 


s easy for salesmen and company 
executives as well to think they 
are good if their volume continues 
a constantly rising curve. Even 


igh they may admit that much 


of their success is due to condi- 


tions over which they have no con- 


only human to contem- 


h results with a feeling of 
personal pride which may degen- 
and 


self- 


4 
staction 


at 


+ 
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efforts 


erate into 


eliminate 


smug 


normal 


rchandising 


‘ompany 


made by | 


pense is 35.5%, with advertising | 
expense of only 1%. Only eight | 
companies’ operations are included | 
in this report, and there may be. 
special circumstances represented 
in this situation which are not| 
understood by those not in the in- | 
dustry. Nevertheless, with such a 
high sales expense and such a low | 
rate of advertising activity, it is | 
entirely possible that an over-all 
improvement in sales volume and | 
marketing costs could be achieved 
through the greater use of adver- 
tising. | 

Office and store equipment is a| 
classification which has usually | 
been considered active in advertis- | 
ing, and yet the sales cost in this | 
field, as represented by the opera- | 
tions of 20 companies, is 29.5%, | 
with advertising expenditures of | 
but 2.8%. Since the sale of most | 
time and labor saving devices: in | 
this field requires creative promo- | 
tion, it would seem reasonable to | 
believe that the increased use of | 
advertising would be worth testing 
as a step in the direction of greater 
volume and lower marketing costs. 

As suggested, generalizations of 
this kind may be of doubtful 
value, as applied to an individual 
company, but certainly lines of in- 
vestigation for many specific in- 


presented in this important 


told of some of the details in 
which many salesmen and selling 


organizations are failing today. 
Lack of contact with customers, 
lack of study of merchandising 


conditions, lack of personal work 
with retailers on such key subjects 


|}as window and counter displays, 


all lead to coasting on the easy 
volume which has been rolling in 
and which sales organizations are 
inclined to take credit for without 
actually having worked for it. 
Mr. Woodside called for real 
preparation to meet the problems 
of postwar merchandising through 
planning now for realistic and ag- 
gressive sales and advertising ef- 
fort.. It seems to us that the first 
requirement the 
of such a 


change in our business psychology, 


for successful 


execution plan is a 


and a realization that success to- 
day may be a fortuitous circum- 
stance which, instead of lulling 
marketing organizations to sleep, 
should be a red signal of warning 
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Lichty, in the Chicago Times. 


"Tell us some more stories, Mom, about how you used to escape with your 
life in some of those glorious bargain sales!" 


How Many Smoke? 
Especially interesting in the 
light of the current cigaret famine 


is the finding of the current Min- | 


nesota poll, conducted by the Min- 
neapolis Sunday Tribune, that 58% 
of the adult population of Min- 
nesota doesn’t smoke cigarets. 
The rather surprising figures 
show that 44% of the men are not 


addicted to cigarets, and 69% of | 


the women. In other words, only 
56% of Minnesota’s adult male 
population smokes cigarets, and 
only 31% of the female popula- 
tion. Some of the remainder may 
smoke cigars or pipes, but to those 
of us who are inclined to think 
that “everyone smokes,” the fig- 
ures are something of a shock. 

About half of the adult Minne- 
sotans under 40 smoke cigarets, 
but only two out of five between 
the ages of 40 and 60 smoke them, 
and among those over 60, smokers 
constitute only one in five. The 
poll also shows that as income 
level rises, the number of cigaret 
smokers also rises; in the top in- 
come group, half smoke cigarets, 
while in the lowest income group 
smokers constitute only two out of 
five. 

Incidentally, only 35% .of the 
men and 19% of the women say 
the cigaret shortage bothers them; 
of the men and 12% of the 
women are still getting all 
cigarets they want. 


Convention Conversation 


the | 


Jottings 

“American soldiers overseas are 
consuming an average of 630 sticks 
of chewing gum per man per year 


as against the former civilian 
average of 77 sticks per person 
annually,” says Brig. Gen. J. E. 
Barzynski, commanding general at 
the Chicago QM depot. That’s 
eight times the peacetime level. . . 

A gentleman sends us a cordial 
letter telling us that he has left 


| Mutual to join British Broadcast- 


| 


If you like to read letters to edi- | 


| tors in newspapers, to listen in on| 


strangers’ conversations in hotel 


lobbies and on trains, and to take | 
your own information poll of pub-| 


lic opinion, you’ll quickly discover 
that a substantial part of the citi- 
zenry is pretty darned mad about 
the conventions, conclaves and 
meetings they run into, which 
keep them from getting on trains 
or into hotels or restaurants. 

So maybe it would help a little 
if a lot more people whose con- 
can be postponed for a 
followed the practice of 
convention - in - print. 


ferences 
while 


having a 


American Transit Association is 
the latest to do this, with a “two- 
day session” being sent to mem- 


in two instalments, a week 


ing Corporation’s American pub- 
licity staff, hopes to visit with us 
soon, and urges us to get in touch 
with him. He signs the letter 
with a beautiful signature cut, 
without typed repetition of his 
name, and we can’t read his signa- 
wires... 

Several of AA’s more scientific 
beer drinkers have been having 
fun with Washington Editor Stan 
Cohen’s slip of the typewriter in 
the Oct. 16 issue, when he re- 
ported British taxes on beer as 
$28.39 a gallon, or about $7.10 per 
eight-ounce glass. He meant to 
say barrel... 

Edward Bernstorf, Cedar Rapids, 
Ia., school custodian, has posed for 
a series of Norman Rockwell 
covers for The Saturday Evening 


Post, and the Cedar Rapids Ga-| 


zette has been giving him a big 
play, especially in connection with 
the Nov. 4 issue of the Post, which 
showed Bernstorf looking puzzled 
outside a polling booth while he 
scanned a copy of the Gazette. 
The same issue of the Post had an 
election spread by Rockwell, also 
painted in Cedar Rapids... 
Despite the hurricane’s disrup- 
tion of transportation facilities in 
the New York area Sept. 15, 478 
persons, responding to personal 
pleas by Arthur Godfrey on WABC, 
New York, reported in the early 
morning to the Manhattan Blood 
Bank on Fifth Ave. to make their 


first blood donations. Their ap- 
pearance at the blood bank cli- 
maxed a four-day campaign by 


Godfrey and the station in which 
he broadcast 47 appeals, many of 
them over CBS, to persons who 
had never given blood. Two wo- 
men even hitch-hiked from their 
home in Ozone Park, Queens, to 
be there on time... 
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No. 2427. These Are the People oj 
Lincoln Land. 


Prairie Farmer - WLS tells the 
story of a productive area in the 
Midwest — Illinois, Indiana ang 
parts of Wisconsin and Michigay 
—in this illustrated booklet. 


No. 2428. Report on Metal-Work. 
ing Manpower and Machines. 
Focusing special attention op 
the machine tool picture, Ameri- 
can Machinist has issued this study 
of metal-working as it was pre. 
war, is now and will be postwar. 


No. 2429. 
delphia. 
Eleven articles on “Philadelphia 
Can Be First,” including plans for 
the postwar era, are included jp 
this booklet compiled by the 
Philadelphia Daily News. 


No. 2430. Color Acceptance. 


A factual record of consumer 
|demands for color, compiled after 
|surveying several hundred lead- 
ing manufacturers, this summary 
of color acceptance in many lines 
of merchandise has been released 
by Eagle Printing Ink Company, 


No. 2431. It’s Bread and Butter. 


The story of how WCCO, Min- 
neapolis, met the need for radic 
farm service in the Northwest is 
presented in this new booklet. 


No. 2432. How to Choose an Exz- 
port Advertising Agency. 

To clarify the important ques- 
tions involved in selecting an ex- 
port advertising agency, as well as 
outlining its own operations in this 
|field, Irwin Vladimir & Co., New 
| York, has released this extra-color 
| booklet. 


We Believe in Phila- 


No. 2385. Wartime Grit America 
Speaks. 


Grit has issued its 9th annual 
reader survey, in which 17,386 
small-town families answer the 
questions: “What will small-town 
America buy when the war 
over, and what makes?”; “Ho 
various brands moving of! 
shelves?”; and “How big are 
America families and wha 
their occupations?” The publica 
tion’s editorial setup, feature: and 
fiction are described, along with 
some advertising success sto: ©s 


are 
the 
rrit- 
are 


| No. 2345. There’s a Woman \Vail- 
| ing for You. 

Woman’s Home Compani 
|minds advertisers in this | 
that the woman’s market is 
factor in postwar pros) ‘ly 
which must be sold and kep’ °0l¢ 


No. 2317. Looking Ahead in [er 
chandising Electron %s¢& 
Radio. 


The whole range of radio 
ucts is covered in this 2 
booklet issued by Radio- 
which gives an over-all pic 
the status of production a 
| time lag required for the ¢ ge- 
|over to postwar civilian pro t 
and selling. 


Ne. 2396. It’s Still Mor 
America. 
The Los Angeles Ex 


which, along with the othe: 
newspapers, is publishing 
of 12 advertisements « 
power, standards and as} 
of this country, has issu 
brochure containing the se« 
| ads in the campaign. 
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_— Goebbel’s point of view, it was a 
good idea. At his direction, the Nazis 
attempted to fill Allied wave lengths 
with howls and screeches, jumbled talk, 
crashing music... anything to prevent 
the NBC Allied news in French, Italian, 
Swedish, Danish, English and German 
from reaching the continent... anything 
to jam our overseas broadcasts into 
vibberish. 

But it didn’t work. For when German 
interference starts, the OW1—informed from 
points overseas—advises NBC. Newsrooms 
of the International Division are equipped 
with a signal system which enables com- 
mentators to outwit Axis jammers by a 
quick change of pace. 

The instant jamming begins, a sign read- 
ing “Speed Normal” is changed to “Speed 
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ational 'roadcasting ompany 


America’s No. 1 Network 


A. ean 


Anti-Jam.” Commentators and newscasters 
slow down from 120 to 68 words a minute, 
articulate more deliberately, even spell out 
difficult words to make certain they are clear. 


Result: the truth continues to get through 
to the continent despite the enemy’s fran- 


tic efforts to prevent it. 
es — + 
This simple example of how the National 


Broadcasting Company, in co-operation with 
our war agencies, is helping to defeat the 
Axis in the battle of words is representa- 
tive of the similar painstaking attention to 
detail found throughout every NBC depart- 
ment and division. 


Unceasing efforts to achieve pin-point 
perfection—to leave no detail negleeted — 
to achieve the highest possible degree of 
service—help make NBC “the Network 
Most People Listen to Most.” 


A Service of Radio 
Corporation of America 
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| rf or others, elected for terms of; buyers committee and of t! ¢y, 
—— —_ NAB § Bureau of |three years by a board of 15 di-|manager’s committee of th Po, 
Se sso ; rectors. Five directors will be/A’s, will present the entire jy, 


fie pe a f | |named from each of the corporate| plan to 17 NAB district gi 
groups, in such a way that the Mr. Feltis said that $75, h 
. easurement {W) NAB, Four A’s, ANA, and large,| been asked as a budget to ler. 
d-wrapping medium and small stations and|write the first year’s o; { 

Brea a. ded a ae | networks will be represented. |the sum to include sala 
7 will be nee In previous meetings in Septem- | hired personnel other tl} 
machinery tive wrapper: e ncorpora e ber and October, the ANA and the | NAB executives, and expe 
otectl 


og r : Four A’s formally approved the) the office, which is to be sal 
“staff of life needs SP the qll-important | , ; r incorporation and pledged, as sup-/|in New York about Jan. 1. 
The Creek furnishes wi war Chicago, Nov. 14.—Climaxing porting plans, to organize and ap- 
and Battle © machines- Busy duced | years of progress toward a stand- : Other Support Expect; 


pread-wrapPping 
work today. 
in quantities 

new firms. wh 


ard radio coverage plan, the super-| the NAB’s bureau of measure-| While the coverage pla: 
a oda gs of pes “panne A gaa et ment. be supported mainly throug. cy). 
li . | tion o roadcasters’ audit bureau scriptions from NAB statio Mr 
ae |got its final welding at a meeting To Start at Once Felt Hintel that We plan vice 
j |here today, when approval was The measurement bureau will| probably receive additional |inap. 
fa|given for incorporation of the/| begin operation immediately, fol-| cial support from the AN. 1 
4 |newly named Broadcast Measure- | lowing preliminary studies preced-| Four A’s. He also said they 
eo OL @A\ment Bureau. ing application of the coverage} would be no different subsc: iptio, 
/ 4| Highlights of the bureau’s for-| plan that is to cost broadcasters| price charged non-membe, sia. 
: | mation were summed up by Hugh| $1,000,000 every two years (AA,| tions who wished to avail them. 
| Feltis, chairman of the NAB re-| Sept. 4). selves of the NAB coverage p 
a| search committee and manager of In a winter series of district| The NAB has 623 members of th, 
8 | Station KFAB, Omaha, who said it| meetings starting after the first of |900-odd. U. S. stations, with th, 
was to be a non-profit corporation| the year and running through| NAB stations accounting for 99 
land that it would have three|} February, the bureau’s director of|of the dollar volume. 
major corporate bodies—the NAB, | information, yet to be named, and Mr. Feltis said that  specig 
Four A’s and ANA. It will have|members of the NAB’s research | studies for individual stations wij] 
|a president from the ANA, vice-| committee, representatives of net-| be done at the station’s cost. Thy 
| president from the Four A’s and|work’s station relations offices,| bureau of measurement coverage 
| secretary-treasurer from the NAB|members of the Four A’s time|plan differs from that of othe; 


| 
| 
point sub-committees to work with | 
| 
| 
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measure of program popularity 
based on a weekly cycle of broad. 
casting. In this cycle of a week 
families listening during the cycle 
are active subscribers to broad- 
casting and when as such they are 
identified by the station they are 
the station’s circulation. 

J. Harold Ryan, president of the 
NAB, disclosed at the meeting 


tabulation polls in that it is ; 
4 tf . ; i 
i? 


: i that a television station, WCBW 
=D : D : New York, and two _ frequency 
IN PARERBOAR CASES _ SALVAGED PAPER modulation stations, WABC, Ney 
, | '} PACKS A MIGHTY PUNCH York, and WBBM, Chicago, had 
been admitted to membership in 
Endless shiploads of medi- the NAB. 


cal, food, ammunition a 


To Kuttner & Kuttner 


ia: Alan - Gilmore Company, Chi- 
cago, manufacturer of men’s 
sportswear, has appointed Kuttner 
& Kuttner, Chicago, as its adver- 
|tising agency. <A _ business pub- 
|lication and direct mail campaign 
being planned. 


and other essential mili- 
tary supplies are being 
sent overseas in contain- 
ers made from converted 
used paper. Overwhelm- 
ingly, relentlessly this tide 
must flow until the job 
is done, 
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OFTEN! 


HE remarkable 
eral of The 
Herald-Traveler in 
Retail, General and 
Total Display ad- 
vertising, has for 
more than ten years 
compelled the sta- 
tisticians of linage 
to look to New York 
Chicago, Philadel- 
phia and Los Ange- 
les for comparable 


OLD TIMERS FIGHT FOR FREEDOM 


Ancient CATALOGS Never-used MAILERS Outmoded DISPLAYS pita 
Antiquated FOLDERS Bygone BULLETINS Out-of-date CALENDARS 
Discarded POSTERS Obsolete BROADSIDES Passe BROCHURES Often in vain. 


The Nation’s number one shortage today is used paper . . . It is so acute that many 


Always First in Bost: 


war plants making containers and weapons of war have been unable to operate on Often First in Ameri 


full schedule. You must help America “deliver the goods” to the fighting front. Turn 
in those obsolete, outmoded advertising and display pieces without delay. Uncle Sam 
needs ‘em . . . you'll never miss ‘em . . . put ‘em on the firing line for FREEDOM. 
EVERY POUND COUNTS . . . SALVAGE YOURS NOW! 


HERALD-TRAVELE! 


Boston, Massachusetts 
=~ 


George A. McDevitt Co 


National Representatives 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 y= 
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< Not all there! 


“A, like California without the 


they are 
they are 


it of the 
meeting 


| BILLION DOLLAR 
ALLEY OF THE BEES 


OU CAN RAISE your sales-sights a billion dollars 
worth if you'll get up high and take a mountain 
peek at California. 


r 

ly, Chi- 
men’s 
Kuttner 
Ss adver- 
SS pub- 
ampaign 


Because then you'll see an amazing thing! A huge 
500-mile basin, hemmed in by mountains! Farms, 
factories, lumber, shipping, oil, minerals! The Billion 
Dollar Valley of the Bees! 


Lump the farm dollars of Washington and Ore- 
gon. You still have less than the farmers of this valley.* 


Think bigger than the retail sales of Boston and 
all the rest of Suffolk County, Mass., to equal this 
valley’s 1943 purchases.* 

Is your sales temperature rising? Then jot down 
this memo:— 


“Put Bees on ‘A’ Schedule! The Sacramento Bee, 
The Fresno Bee, The Modesto Bee.” 

These three McClatchy Bee newspapers can do 
you a job in this unbelievably rich Valley of the Bees. 
They’re a daily habit with most of the prosperous 
people whose effective buying income in 1943 was 
exceeded in only nine cities in the nation.* 


(fio 


(OLATCHY “2? NEWSPAPERS 


National representatives...O'MARA & ORMSBEE, INC. 


w York + Los Angeles + Detroit + Chicago + San Francisco 


Sk For you who thrive on statistics, 
here’s what Sales Management's 1944 Copyrighted Survey shows 


y The Valley of the Bees has 1,220,000 people. 


15.39% of the State's total. More popula- 
tion than Baltimore or Cleveland. 


’ Effective Buying Income in the Valley of 


the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion's 48 states. 


Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI 
is concentrated ... where 88% of all these 
retail sales are made. 
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| Carpet Companies Merge 


| The Charles P. Cochrane Com- 
pany, Bridgeport, Pa., and its 
manufacturing affiliate, the Blue- 
ridge Company, Inc., Glasgow, Va., 
will be consolidated into a new 
|company to be known as the Lees- 
|Cochrane Company, Inc., effective 
Jan. 1. Joseph L. Eastwick, for- 
merly treasurer of Cochrane and 
its parent company, James Lees & 
Sons Company, and _ formerly 
president of Blueridge, will be 
president of the new company. 
Peter P. Ragan, president of Coch- 
rane since 1927, will be chairman 
of the board. 


Joins Anfenger 

Grace Wallace, formerly in the 
creative department of Tracy- 
Locke-Dawson, Dallas, and Ruth- 
rauff & Ryan, New York, has 


joined Anfenger Advertising 
Agency, St. Louis. 
Douglas Shoe Appoints 


John W. Welch has been ap- 
pointed industrial and public rela- 
tions manager of W. L. Douglas 
Shoe Company, Brockton, Mass. 


Advertising Age, November : 


Calgon Launches 
Campaign Despite 
Product Shortage 


Pittsburgh, Nov. 16.—Calgon, 
Inc., this month is launching a 
comprehensive campaign in news- 
papers and trade publications for 
its chemical washing and bathing 
aid, Calgon, despite the current 
shortage for civilian use. 

While the copy, prepared by 
Ketchum, MacLeod & Grove, 
Pittsburgh agency, is designed to 
tell readers of benefits derived 
from the use of Calgon with soap 
and water for home use, it will 
explain that most of the product 
is diverted to the war effort and 
only a limited supply is available 
for civilian use today. 

The advertisements will appear 
in 50 newspapers at the start of 
the campaign, supplemented by 
|copy in American Druggist, Chain 
Store Age, Drug Topics, Home 
Furnishings, House Furnishing Re- 
view, Merchandiser, Progressive 
Grocer and Retailing. 

Technically vitreous sodium 
phosphate, Calgon’s uses range 
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AL PURPOSE RIT 


= little jingles have changed the living and 


“dyeing” habits of millions of women and girls. Keyed 
to the government's plan for clothes conservation, and 
in tune with every girl's wish to look modish—All 
Purpose Rit has sold the idea of dyeing /ast year's frock 


for today's wear. 


Starting in one market three years ago, All Pur- 
pose Rit has marched across the country to the tune of 
Spot Broadcasting. Today, All Purpose Rit is a best 
seller at 25c, notwithstanding the fact that most com- 


petitive products are only 10c¢ or 15¢c. 


Spot Broadcasting has paid off just as handsomely 
for other advertisers who have used it with vigor and 
imagination. There seems to be no limit to its possi- 


Min. bilities, especially in days like these when media short- 


ee 


x ages put a kink in so many advertising plans. 


Spot Broadcasting means one-minute spots or 


This advertisement, appearing also in FORTUNE Magazine for Novem- 
ber, is one of a FORTUNE series published in the interest of Radio 
Stations represented by John Blair & Company. 


ee ee ae 
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DOES ALL PURPOSE RIT 
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oN CELANESE 
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T SPOT BROADCASTING 


has taught millions of girls to “dye laughing” 
with All Purpose Rit 


~ 
h 
e 
i) EASE , 
pte ae 


DOES ALL PuRPoseE RIT 


hour-long programs—on the stations of your own 


choosing, regardless of network affiliation—in the 


markets you want to reach. With Spot Broadcasting 


you can concentrate where sales are best, or bolster the 


markets that need help. Spot Broadcasting is the most 


flexible medium in advertising. A John Blair man can 


tell you volumes about it. 


Offices in Chicago - New York - St. Louis - 


BLAIR 


& COMPANY 


REPRESENTING LEADING RADIO STATIONS 


Los Angeles - San Francisco 


from “the gentle task of | «th; 
the baby to the chores of | 
ing and dishwashing.” It 
the ability to prevent 
ring” and is said to have 
popular in beauty shops 
in hair washing. 

In its trade publicatio 
tisements, the company 


Better 
baby" your 
lingerie 


NOW 


Wash delicate gormen'; 


Y yA this new, gentle 
j vy 
ase Sasson re ADD CALGON 
fo your soap ond woter 


Ever feel sticky or dry after a bath? That's “washing filr 


and streaks those hard to replace silks, nylons, rayc 
safely 
keeps lingerie new looking longer. Calgon makes 
all water rinse better. Today, Calgon is needed in vast 


Calgon brings to undergarments a soft caressing 


y soe 


war so, don't blame your dealer when his stock runs ou 

tomorrow. And when you get Calgon, use it sparing 

baby's baths and clothes, other vital needs Be patier 

comes it will bring you the luxury of Calgon for every soap » ster ta 
MAKERS OF THE WORLD'S FINEST PRODUCTS RECOMMEND Caccon 


Calgon is the registered trademark uf Calgun, Ine. for 


CALGON, INC. pirrseurcH, renna 
Al grocery, drug department ond variety stores 

dealers that Calgon will be avail. 
able in large quantities postwar 
which will mean an opportunity 
for them to capitalize on a “rey 
lutionary new product,” that as ay 
item it is “a plus business builder, 
a proved year ’round volume 
seller, a quick consumption repeat 
item recommended by leading 
manufacturers.” 

In industry it is used to cond- 
tion water in the processing of 
cotton, wool, rayon, silk and other 
fabrics. 


WCAE Promotes Daniel 

R. Clifton Daniel, program man- 
ager of Station WCAE, Pittsburgh| 
has been promoted to station man- 
ager. 


the Pitrcous sodium 


PRODUCES 
71% 
35% of Okla 
homa's land areé 
(The Tulsa Marke 
area) produces 71° 
of the total of Ok! 
homa's mining pr 
duction according + 
U. S. Department 
Commerce, Industr 
Market Handbook 

the U. S. 

This is another re 
son why the Tu 
Market area, blanke 


ed only by KVOO 
Oklahoma's No. 
Market. Cover 
market, plus ri 
bonus counties in M 
souri, Kansas 
Arkansas, by u 


KVOO. 


‘EDWARD PETRY 


Incorporated 
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_ National Representa 
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You will find him on either side of Main Street, in any cor- 
ner of the earth. He bears no title and he wears no crown. 


™ His voice is not always loud and he is not always swift. 
But the opinion of the average man is Public Opinion— 
and sooner or later every prince and potentate and 
- president abides by it, or falls. 
Without his consent you cannot make war. Without 
i N his insistence you will not have Peace. 
This is why the news is more important in the world 
today than it has ever been before. The truth of the world’s 
> ontes affairs must reach the average man free of falsity or 
2 distortion, whether by carelessness or accident or design. 
— The world can scarcely survive another time when 
te whole nations can live falsehoods, and make war for them. 
a “rey Here in America, you are part of the best-informed 
builded public opinion ever developed. With incredible speed and 
geen unfaltering integrity, your mighty working press puts 
fading the ablest news-people in the world against the endless 
0 condi. job of getting you the facts of the news. 
ad otha And Newsweek magazine, if you will let it, can help you 
grasp those facts each week as you could hardly 
tniel hope to do alone. 
rota: It is Newsweek’s special task to sum up your news in 
on man- quick panorama—to interpret it for deep-down 
significance—to forecast its future course as clear as 
can be seen. 


Newsweek’s special ability at this task has earned it 
the special regard of millions of Americans. 
It will earn yours, too. 


‘ oe oe oe on oe ems me 
: NEWSWEEK... 
to report, 


'o interpret, 
‘o forecast the truth 
of human affairs 
‘or America’s 
ignificant People* 


*In designating the readers of NEWSWEEK as Significant People, we merely compress into two 
words their all-around “far-above-averageness”—both mental and material. The intrinsic character 
of NEWSWEEK attracts such people naturally. Their unusual “mental acquisitiveness,” and their 
eager interest in the new, are qualities that make them especially receptive to your advertising. 
Qualities which have led them to NEWSWEEK in such numbers that its circulation has risen 780% in 
six years, while its advertising revenue (among all general magazines) has advanced from 
twenty-second to fifth place. 


A WELL-INFORMED PUBLIC IS AMERICA'S GREATEST SECURITY -. 4 , 
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CAB to Analyze 
1,000,000 Calls 
Every Two Months 


New York, Nov. 16.—Coopera- 


itive Analysis of Broadcasting an- 


nounced today that, as a further 
step in its expansion program, it 
will break down a total of 1,000,- 
000 calls every two months in each 
of the 81 cities in which its inter- 
viewing is now conducted—releas- 
ing six of these reports yearly. 
Listeners to about 300 stations are 
covered. Each report, of about 90 
pages, will include: 

1. A comparison of total listen- 
ing volume in each of these cities 
with each other 
average; 2. A seasonal comparison 


of listening covering a year’s span | 
as | 


of interviewing in each city, 
soon as the reports are a year old; 
3. A breakdown of listening 
each city according to each station 
and its share of the total audience. | 
Separate station indices will be| 
reported for morning, afternoon | 
and evening; 4. A seasonal trend 
of listening covering a 


and the national | 


in | 


Advertising Age, November 20, 44 


the reports are a year old. 

The reports, CAB expects, will 
be of value not only to national | 
spot advertisers and agency time | 
buyers, but to local agencies and 
radio advertisers. They will be 


available only to members and at} 


a slight charge for each report. 
No increase in the basic dues 
structure will be made. 

CAB is a cooperative research 
service directed by a board of gov- 
ernors nominated by the American 
Association of Advertising Agen- 
cies and the Association of Na- 
tional Advertisers. A. W. Lehman 
is president. 


join Gilman, Nicol 

Robert D. MacArthur, formerly 
with West - Holliday Company, 
New York, and Robert B. Ruth- 
man, recently honorably dis- 
charged from the Army, have 
| joined the sales staff of Gilman, 
Nicol & Ruthman, New York. 


_ 
Opens Testing Office 


| United States Testing Company, 
| Hoboken, N. J., tester of textiles 


year’s| and other materials, has opened a 
| period to each station, as soon as| branch at 286 Congress St., Boston. 


The aluminum industry says so 

= —and adds positively! 
They're one of the world-famous basic in- 
dustries in the Pittsburgh Market whom we 


queried about reconversion. They said: 


‘We're making the identical product in 
war that we made in peace!” 


“We'll make the identical product come 
peace!” 


“We'll need no time-out for reconver- 
sion!” 
“Our post-war demand should be excel- 


lent!” 
All of which means there will be no pay 


checks lost—and no pause in buying among 


REPRESENTED NATIONALLY 


York ° Cr . Philadelphia e Baston 


; 


2 Se 


THE NEWSPAPERS ARE THE GREATEST 
ADVERTISING MEDIUM IN AMERICA 


BY 


Because 


| 

4 
4 
4 

i 

s 
- 
4 

: 

] 


the thousands of aluminum workers who will 


be preparing the metal for 


the pans and 


planes and bridges and buildings of the bright 


new world. 


And incidentally, there need be no pause in 
your advertising plans, and no reconversion, 
either, if they already include Lucky Pitts- 


burgh’s Post-Gazette. 


PITTSBURGH 
POST-GAZETTE 


Pne of lmerioas Grea Heumpapers 


PAUL BLOCK AND 


Detroit * San Francssce 2 


ASSOCIATES 


Los Angeles ° Seattle 


Each day 47,000,000 Newspapers are Bought. Each day 
the people of America pay $1,500,000 for their News- 
papers. The people desire advertising j in their Newspapers. 
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Price Brothers 
Starts Campaigr 
for Flexicore 


Dayton, O., Nov. 14.—Wit! ‘ 
appointment of Kircher, | , 
Helton & Collett to handle it 
vertising, Price Brothers Com 
announced that it is read 
launch a complete advertising 
merchandising campaign in 
tional and international ma 
for its new building product, | 
icore, a hollow-cast cement ir 
|}and roof slab. 

The first of Price Brothers’ 
cational advertisements will 
pear between now and Januar jp 
such publications as Architect 
Forum, Architectural Record, 
gineering News Record, Factory 
Management & Maintenance, |n- 
stitutions and Pencil Points, head- 
lined “What is Flexicore floor and 
roof slab?” In addition to il!us- 
trations and_ instructional  dia- 
grams, the copy explains hoy 
Flexicore is made and why, how 
and where it can best be used 

In greater detail is the Flexicore 
“Fact File,” describing its process 
of manufacture and uses in notes 
and sketches, and providing archi- 
tects, engineers and editors with 
the answers to 28 questions perti- 
nent to the product. 


Igleheart Names Sales 
and Advertising Heads 


| Wesby Parker, formerly in 
|charge of marketing of grocery 
specialties of Igleheart Brothers, 
| Evansville, Ind., General Foods 
subsidiary, has been named gen- 
eral sales manager of the com- 
pany, succeeding Otto Knauss, re- 
|signed. Also appointed by Igle- 
heart is Ralph M. Watts, who will 
be advertising manager. 
John Jennison, working unde: 
Mr. Parker, will retain marketing 
| responsibilities for bakery flour 
| specialties, to be assisted by 
Charles G. Smith, who also is sales 
| manager for mill feeds. 


| 
| 
| 


CANADA'S 
NATIONAI 
MIAGATINI 


EVER has Maclean's 

Magazine played such 
a vital part in the lives of 
Canadians as it does to- 
day. It provides the kind 
of sound, fearless report- 
ing of Dominion and 
that 
thinking Canadians want. 


world-wide affairs 


It keeps its readers aware 
of the responsibilities that 
the future — the 


lie in 


necessity of facing with 


cool-headed judgment the 
problems of a post-war 
world. It is fulfilling the 
trust that has been placed 
in it as Canada’s most 


influential publication. 


MACLEANE 


481 University Avenue. 
New York Chicago Montreal seca 
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DO YOU KNOW 


Va ee 


OF YOUR BANK? 


You would if you lived in Hilldale. Quite possibly 
you would call him “Jim.” For, Hilldale is one of 
those small cities where nearly everybody knows 
nearly everybody else. The bank’s depositors are al- 


‘ so friends. The biggest merchant in town sings ina 


is 

ly in 
rocery 
thers, 
Fx )( rds 


quartet with one of his clerks and the man who de- 


livers his milk. Democracy is not an empty name 
in Hilldale. 


Dotting the map of the United States are thou- 
sands of places like Hilldale—thousands of smaller 


unde! 
keting 

flour 
2d by 


s sales 


cities and towns where the foundation principles 
of this nation have their firmest roots. And it is 
here the PATHFINDER Magazine is most circulated 
and best read. That the salty common sense and 
clear news interpretation of PATHFINDER’S editing 


is heartily appreciated. 


The new PATHFINDER, modernized, brilliantly 
written, splendidly printed, is the one news weekly 
published specifically for this field. It is a magazine 
for the home, read by all the family, frequently re- 
ferred to and quoted. It is a direct road to the Main 
Streets of America, where 56 per cent of the na- 
tion’s retail outlets are. More and more leading ad- 


vertisers are using this road, 


directing their messages to 


a market of constantly in. 


creasing importance. 


GRAHAM PATTERSON, 


PATHFINDER 


NEWS WEEKLY FROM THE NATION’S CAPITAL 
PATHFINDER BUILDING . WASHINGTON, D. C. | . 


; ADVERTISING OFFICES: ae 
Philadelphia, 230 West Washington Square . New York, 420 Lexington Avenue Psi 
Chicago, 180 North Michigan Avenue . Detroit, General Motors Building 
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Goodrich Boosts Smith 


| Wise Named President 


W. A. Smith, technical repre- | of Bigelow- Sanford 


sentative for B. F. Goodrich Com- | 
pany in Washington, has been ap- 
pointed manager of sales for all 
the company’s 
ucts, including vibro insulators. 


|; James 


DeCamp Wise, general 
i 


for the Bigelow-Sanford 
Carpet Company, New York, since 
1932, has been named president of 
the company effective Dec. 1, to 


suspension prod- | 


succeed the late John A. Sweetser. 


He is a member of the law firm 
of Wrignt, Gordon, Zachry, Parlin 
& Cahill, New York, from which 
he will resign to take his new post. 
During 1940 and 1941 Mr. Wise 
served as an assistant to Under 
Secretary of the Navy James V. 
Forrestal. 


Joins Portland Agency 


Ted Bushman, formerly assist- 
ant advertising manager of Meier 
& Frank Company, Portland, Ore., 
has joined Mac Wilkins, Cole & 
Weber, Portland and Seattle, as 
account executive. 


“Gee, boss, WEDF Flint 
sure gav 
of you.” 


Harvey Promoted 

Stanley J. Harvey, for 17 years 
associated with Burke, Kuipers & 
Mahoney, Inc., newspaper repre- 
sentative, has been named a vice- 
president of the company. 


e a swell description 


Advertising Age, November 20 


Phillips Carlin 
Quits as Blue 


| 


Program V.P. 


| New York, Nov. 15. — Phillips | 
| Carlin, vice-president in charge of | 
| program operations for the Blue}! 
Network, has resigned, effective | 
immediately, and beyond a vaca-| 
tion in the South with his wife, | 
has announced no future plans. 

Mark Woods, president of the! 
Blue, in announcing the resigna- | 
tion, made public his letter to Mr. 
Carlin, saying in part ‘had 
hoped you would continue in your 
present position as a member of 
what we believe will be an out- 
standing network program and 
production department, or accept 
the role of chief officer in charge 
of television, facsimile and fre- 
quency modulation. Your con- 
sidered decision not to accept 
either of these important positions 
is indeed a disappointment to all 
Re 


Entering radio in 1922 as an an- 
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CITIZEN CARSON—First Sunday comic strip Plymouth division of Chrysler 
Corp. has scheduled in Dec. 3 newspapers plunges the hero, a Plymouth dealer 
named Chuck Carson, and his girl assistant, Jerry Doyle, into trouble with a 
mysterious moving van which drips blood. 

company has attempted. Grant Advertisinc, New York, is the agency 
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Series is the first an automotive 


nouncer for WEAF, New York, 
Mr. Carlin became manager of 


NBC was formed, he was named 
that station in 1927, and when 


assistant eastern program director. 
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Still time for the January 1945 Directory Issue. Forms close December 10 


Representative of BSN’s over 12,000 
subscribers, is merchandising 
minded Bakersfield Sandstone Brick 
Co., Bakersfield, California. These 
are the dealers who will sell the 
postwar building products and 
equipment all the talking is about. 


AMONG LUMBER AND 
BUILDING MATERIAL 
DEALERS 


IN CIRCULATION, 
ADVERTISING VOLUME, 
EDITORIAL INFLUENCE 
AND LEADERSHIP 


—e 


Three years ago, when the Blue 
Network was formed as an inde. 
pendent operating organization 
Mr. Carlin left NBC, where he was 
assistant to the vice-president ip 
charge of programs, to become 
vice-president in charge of pro- 
grams for the Blue. 

Supervision of Blue program- 
ming and production is now under 
Hubbell Robinson, who joined the 
| Blue this week as a vice-president, 
|a position he formerly held at 
| Young & Rubicam, New York 
(AA, Oct. 2). 


‘Hagedorn Appointed 


| Horace Hagedorn has been ap- 
| pointed an account executive of 
| Neff-Rogow, Inc., New York. He 
| was formerly an account executive 

at National Broadcasting Com- 
| pany and has also been New York 
|}manager of Howard H. Wilson 
Company, New York, radio station 
| representative, and sales manager 
|of the Virginia Broadcasting Sys- 
| tem. 


i 


| 

| Mr. William V. Brown, Rese 

Director of Northeast A 
Inc., speaking before th 

| Bedford Rotary Club sa 


"New Bedford is deserving of ede 
| quate air service as the largest ' 
|| ing center in Southeastern ! 
|| chusetts and an important inc 
center, and also as the large 
|| in one of the finest recreatione 
in the United States. 


"While some years ago textile * 
facture was practically your © 
dustry, now you have a diver 
industries involving business 
with kindred interests in man 
in the South and West. This '° 
arouse an interest in, and us¢ 
transport between New Bedfc 
those points.” 

You can buy COMPLETE © 


ERAGE of this rich indu 
market* in just ONE newsp* 


*4th largest in Massachus 
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— HE size of a jackpot—any jackpot—depends on these American families—vyoungsters who wield suc’ 
or) in how many come in, and stay in. a mighty influence on the purchases of their elders, 
ers y plus the young-married crowd, plus the older mar- 
co acts So when the showdown comes, and the cards are _ rieds, plus the servicemen too—the whole cross-sec- 
iny ities lace-up on the table, the size of an advertiser's jack- _ tion of buy-minded America, age 6 to 60? 
>: pot, in terms of actual sales, depends on how many 
-_ ustomers his advertising media can win and keep. ‘The Magazine Comics are actually such a mediun 
ae There is no other like them. 
Your biggest potential jackpot for postwar sales is 1 gy 
c right here in the Magazine Comics. As an advertis- Is it any wonder that in the case of our own Fawcett | | \\ ( |: | 
u ing medium, “the comic books” are your adver- Magazine Comics (circulation 4,293,000) we are x 5 
r isers’ dream-come-true. sold-out for 1945? | l Th { 1 | 
? — | , MAGAZINE COMTCS 
Do you know of any other medium which reaches Is it any wonder that we have a postwar waiting-list =. a a . 
{ ; out of 4 American homes, with a total primary of advertisers as long as your arm? Captain Marvel Adventures, Captain Marvel, Jr., Captain 
r , circulation of 25 million and a total readershtp that Midnight, Don Winslow of The Navy, Funny Anima 
runs all the way from 5 to 273 readers per copy? But keep us in mind, please. The terrific sales- Whiz Comics, Master Comics, Wow Comics. Fawcett Pub 
power of the Magazine Comics can come in mighty rage ny ah : a dp pe por peg ~l ae 
n Do vou know of any other advertising medium able | handy. We can probably get together, by the time Los Anaeles 2a: Parle Mutual Building—San pecan Ae 


to command the avid attention of all groups in postwar gets here. Russ Building 
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| kets for the producers of our in-|rather than decreases, with indus-| the coming peace. by the ability of foreigners  g¢, 
X an e ostwar |dustries and of agriculture will be | trialization. | For a brief time after the war,|the necessary supply of lar 
essential if our exports are to be| Gov't Advertising Cited there probably will be little diffi-| through U. S. imports,” he 


expanded proportionately,” he| | culty in selling abroad most types “This means that our ig 
4 said. | Other factors are the great|of producers’ and consumers’|market opportunities will de. 
oreign al e $ Among other factors pointing to| strides made in air transport and | goods since there will be large de-| pendent directly on the le ‘a 


increased advertising activity in|communication, and “a growing} ferred demands and an unprece- | domestic economy we attain the 
foreign countries, both on products | acceptance and recognition of the|dented cushion of dollar reserves| postwar—and not that o1 i 


_produced internally and on prod-| power of advertising as an educa-|in foreign hands as a result of | mestic prosperity will be de ng. 

Held Necessary ucts exported, Mr. Johnson said,|tionai force.’ The demonstrated/| U.S. war purchases, relief financ-|ent on exports, as many ha. as. 

is the rapid increase in industrial-| power of advertising in govern-|ing and war credits, the JWT re-|sumed. . . From 1919 to 19 the 

Columbus, O., Nov. 14.—If a| ization in many foreign countries,|ment campaigns during wartime,|search expert said. “After this| physical volume of U. S. in or, 
relatively high level of domestic | especially parts of the British Em-/|Mr. Johnson said, has “convinced | transition period, however, say by | followed a path closely para’ || ; \ 
economy is achieved after the war, | pire and Latin America. The gen-|many of the former skeptics and| 1947 or 1948, trade must again be} the index of industrial Prod: ‘tion s€ 
U. S. industries may anticipate an|eral experience has been that critics” and should lead to its more|on a self-sustaining basis and ex-|and the value of our impor: ha A 
active opportunity for expansion | trade between countries increases, | intelligent and widespread use in port markets will again be limited | tended to follow changes i) the 10 

of advertising and selling in for- 


eign markets, Arno H. Johnson, 
director of media and research, | 
J. Walter Thompson Company, de- | 
clared here last week. 

Discussing the prospects of ad-| 
vertising in postwar foreign mar- | 
kets before the advertising and | 
sales promotion executives’ con-| 


| 
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We let him be. king fo ) IA WAR-TIME NEEDS. 4 
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If this particular king doesn’t 
turn out to be worth the salt it | 
takes to stew him with, it will make | 
MOT feel a lot better. For there arc 
those who say this program has a 
pretty impressive record of bringing 
America the voices of the top men | 
who make the news—and we would | 
hate tothink we are missing any bets. 


Judge for yourself if we are, when 
next you tune in on 


e March 
we Time 
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national product to the ex- 
Bet . that in recent prewar years 
increase or decrease of $10 
n in gross national product 
een associated with an in- 
e or decrease of $500 million 
ports.” 


16% of National Product 


t experience indicated that 

g prewar periods of active 

r auction, as in 1929, the value of 

l nerchandise imports repre- 

ser -d 44%2% of our national prod- 
ind that other payments to 

a 


ners for shipping, travel, in- | 
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terest and dividends, etc., 
another 2%, 
ply of dollars to foreigners repre- 
sented about 642% of our national 
product, Mr. Johnson declared. 


Referring to a high level econ- 


omy in this country, the speaker | 
“raise your | 


asked his listeners to 
sights to a goal considerably above 
the figures commonly used—to a 
national production of goods and | 
services of $200 billion annually in| 
terms of current 1944 prices com- | 


| consumer 
|and services of $145 billion com- | 


added | income of about $168 billion com-! war, 
so that the total sup- | pared 


with prewar prosperity 
levels of around $80 billion; to 
expenditures for 


| pared with about $70 billion: and | 
to an export trade of over $10 bil-| 


lion compared with $5 billion in 


1929 and the low figure of about | 


$11 billion in 1932.” 
Can Reach Goals 
Johnson said he would not! 


goods | 


but insisted that close an- 
|alysis shows them to be possible 
and “anything less may not be ac- 
ceptable to our workers and re- 
turning soldiers.” 

The job of postwar advertising 
and marketing in our domestic 
market, he maintained, is the 
“major task of changing the liv- 
ing habits and standards of the 
| great masses of our population so 
that consumption can catch up 
with the great strides we have 


pared with prewar peaks of just | predict that these levels of pro-| made in productive ability, and so 
under $100 billion reached in 1929 | duction and consumption would be| that we can benefit through in- 


and again in 1940; to a national| reached and maintained after the;creased productivity 


per man 


OE SPOKANE 


Inland Empire are all-fired busy these days supplying 
commodities of various sorts to customers far and wide. 
Among these customers the one most important of all is 
UNCLE SAM, pictured on the opposite page. 
deliveries to this customer's door from Joe Spokane’s coun- 
ters, shelves and bins include the following: 


“fand his branch man- 
agers throughout the 


Where 


WAITS ON FIRST 


Joe Spokane 


Does Business 


—~, 


Regular 


dehydrated. 


Lead, silver, 
nesite products, 


WHITE PINE LUMBER: Cut from the world’s largest stand 


POWER: 


Ad 


Sam's Department of the Interior, 


Nor is this, by any means, a complete inventory ! 


Items in Joe Spokane’s establishment of 
which there is a limited supply include the 
paper on which Advertising is printed. How- 
ever, disappointments are few, as every effort 
is made to please and accommodate the cus- 
tomers. In this connection, it is interesting to 


Als 


ising Representatives: John 8. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
Color Representative: SUNDAY SPOKESMAN -REVIEW—Comic Sections: Metropolitan Group 


Donen ‘aren “A 


Huge amounts—much canned, 


INLAND EMPIRE 
HEART OF 
THE PACIFIC NORTHWEST 


W HEAT: Approximately one-tenth of all Uncle Sam uses, much in the form of flour 


MEATS: Huge amounts—ask Armour’s who located their great western plant in Spokane 


APP LES: One-fifth of the nation’s output. 
OTHER FRUITS-VEGETABLES: 


ALUMINUM: One-third of Uncle Sam's needs. 
OTHER METALS AND MINERALS: 


frozen or 


zinc, gold, copper, mag- 
tungsten, 


antimony 


At Grand Coulee Dam, the worlds largest source of electrical energy, called by Uncle 
‘Mightiest War Weapon of the Nation.’ 


note that each week a full page message in 
behalf of Uncle Sam’s War effort appears 
both in The Spokesman-Review and Spokane 
Daily Chronicle, papers which Joe Spokane— 
and his branch managers in the Inland Em- 


pire—read thoroughly. 


COMBINED 
DAILY 
CIRCULATION 


OVER 


130,000 


81.24°/. 
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through having, for each family, 
more of the goods and services 
that give human satisfaction. ee 
“There is an important corollary 8 
to that task that faces advertising 
in creating an increased domestic eae 
market to sustain employment. It 
will be the task of foreign market- 
ing and advertising to expand de- 
mand in our export markets 
rapidly enough to absorb the in- 
creased supply of dollars that any 
high level of domestic economy 
will make available to foreigners 
through our increased imports—a 
supply that would be expected to 
}reach $13 billion annually if our 
national product were to be main- 
tained at or near a $200 billion 
level in the postwar years. Such a 
supply of dollars, totaling $13 bil- 
lion, would require the develop- 
}ment of an export business of at = 
| least $10 billion, else we would be — 
| faced with depletion of our gold a 
supply or other unsettling ex- oa 
change arrangements.” ™ 


NAEA Roster Reaches 564 


Newspaper Advertising Execu- 
| tives Association has increased its 
membership by 38 since June 1, 
| bringing total membership in the 
| organization to 564. 


-SALESMEN, T00, 
KNOW GEOMETRY 


Euclid could have been a salesman. 
He'd have known that the shortest 
distance between seller and buyer is 
a straight line right to the buyer. 


And any advertiser who wants to 
back up his selling force with the kind 
of support they welcome most, will 
do as salesmen do...and tell his 
story to the buyer —in the buyer's 
own specialized magazine. There 
is one for the particular field you 
want to reach. 
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24 
Heads Midwest Research 


Harold Vagtborg, director of the 
Armour Research Foundation of 
the Illinois Institute of Tech- 
nology, Chicago, has been ap- 
pointed president of the Midwest 
Research Institute, Kansas City. 
His appointment will be effective 
Jan. 1, 1945. 


“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


PRACTICAL BUILDER 


‘Free Enterprise 
Called ‘Open 
Road to Merit’ 


New York, Nov. 14.—‘“Free en- 
terprise means an open road to 
merit.” 

With this succinct thought, Merle 
Sidener, chairman and treasurer 
of Sidener & Van Riper, Indian- 
apolis advertising agency, won the 
$250 war bond first prize in a 
Forbes Magazine competition for 
the best definition of free enter- 
prise, and perhaps added a potent 
phrase to the nation’s language. 

“Under 
Sidener wrote, “the individual or 
group of individuals may accom- 
plish and achieve in proportion to 
ability and capacity. Freedom of 
opportunity for all is the purpose 
of the free enterprise system. It 
recognizes the rightful heritage of 
the American citizen to get ahead 
and it encourages him to accept 
opportunity to improve his eco- 
nomic status... 
| “Free enterprise provides no 


free enterprise,” Mr.| 


take advantage of it for their sel-| 


fish gains at the expense of their 
fellows. It protects by law and 
public opinion against fraud and 
unfairness. It calls for fair deal- 
ings between all men and for re- 
gard for the rights of others. . .” 


U. S. Rubber Purchases 
L. H. Gilmer Company 


U. S. Rubber Company, to round 
out further its mechanical goods 
division, has purchased the assets 
and business of L. H. Gilmer Com- 
pany, Philadelphia, maker of in- 
dustrial V-belts and molded tire 
treads for industrial truck manu- 
facturers. 

No change in the management 
or operations of the Gilmer com- 
pany is contemplated, and John 
S. Krauss, president, will continue 
in charge of the new U. S. Rubber 
subsidiary. 


Stover to McCann 


Richard K. Stover, formerly in 
the market research and media de- 
partment at J. M. Mathes, Inc., 
New York, has joined the market 
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Massey-Harris on 
Air to Cite Its 


Harvest Brigade 


Racine, Wis., Nov. 


Massey-Harris Company has begup | 


sponsorship of a series of broad- 
casts highlighting the achieve- 
ments of the “Self-Propelled Har- 
vest Brigade,” the group respon- 
sible for making an extra million 
acres of wheat available for 
America’s bread basket this year. 

The brigade was formed last 
April by Joe Tucker, vice-presi- 
dent of Massey-Harris, who saw 
that available farm machinery 
would have to perform far in ex- 
cess of an average year’s work in 
view of machine and manpower 
shortage. After getting govern- 
ment approval to manufacture 500 
of the big, self-propelled combines 
which cut a swath of grain 14 feet 
wide, Mr. Tucker sold the ma- 
chines only to experienced custom 
operators. 

Each purchaser promised to cut 
a minimum of 2,000 acres, or five 


15. — The | 


59 East Van Buren 


Chicago 5 


| special privileges. 
| restrictions on those who seek to} Erickson, Inc., 


It comprehends} research department at McCann- 
New York. 


times the normal amount cut by 
/}an average large combine during 


p he traffic executive isn’t 


kidding, either. You may see from 
what he says about the help he needs 
from many different sources that you 
can be of service to him—and to 
other Traffic Managers. 

His company is a food and drug 
corporation with plants in Europe 
and Canada, as well as the United 
States. It’s a big job to handle world- 
wide shipping and transportation, 
especially under wartime conditions. 

These comments he made to Treffic 
World's field reporter give you some 
idea of the many angles he has to see 
to solve today’s war traffic problems. 


How to Choose a Warehouse 


‘‘To choose the right warehouses 
I need help from their representa- 
tives. The job they do to solve our 
problems determines my choice. 
These are only some of the problems: 


- 


‘‘“How well can the warehouse store 
and handle our type of commodities? 
Can it furnish warehousing in tran- 
sit? What distribution, trucking and 
rail facilities can it provide? What 
insurance coverage and protective 
measures will it guarantee? 


How to Pack and Crate Products 


“It is vital to protect shipments of 
our many products against damage 
in transit. Supervision of the ship- 
ping department is part of my job. 
So I welcome any assistance on ship- 
ping specifications and practices. It 
is important to use the right kind of 
containers and other packaging ma- 
terials. Efficient methods of crating 
and packing are equally important. 


How to Handle Freight 
“‘Choosing the right kind of freight- 
handling equipment and procedure 


says the TRAFFIC MANAGER of a 
Food and Drug Products manufacturing company 


is another important problem. I fol- 
low trends in this field closely because 
part of my job is to prevent damage 
to freight in handling. It is also my 
responsibility to use efficient methods 
that save money and time.” 

* * * 

These are only a few highlights of 
this key Traffic Manager’s thinking 
about current problems that concern 
many similar executives. But they 
are typical of the up-to-the-minute 
information Traffic World's field 
reporters are digging up for the 
bulletin series, ‘‘READER-PROBLEM 
INTERVIEWS WITH TRAFFIC MANa~- 
GERS IN INDUSTRY.” 


You will find this Traffic World, 
‘first’ and ‘“‘exclusive’”’ in the field ot 
transportation and shipping, is full 
of valuable material. These helpful 
bulletins will be sent to you free, at 
your request. If you are not receiving 
them, please write us today. 


WRAP ELC WORLD 


@ 


Traffic World is the only prepaid independent weekly transportation news magazine in America. It covers rail, motor 
transport, air, water, warehousing, disiribution and freight handling. It sells at $15.00 a year and has two 


sister publications, Traffic World Daily, selling at $180.00 o year, and Traffic Bulletin, selling at $25.00 a year. 


418 S. MARKET STREET - 
122 EAST 42No STREET 


CHICAGO 7, 


ILLINOIS 
NEW YORK 17, N.Y. 
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DIANA REMAIN S— Mullins 
Corp., Warren, O., has adopted © \es¢ 
new trademarks for its postwar tec! 
kitchen sinks and cabinets and ~the 
products. The figure of Diana remain; 
in the new symbol, but the ame 
"Youngstown Pressed Steel Kitchens’ 
has been dropped in favor of "Youngs. 
town Kitchens by Mullins.” 


a season. The operators agreed to 
take delivery at points in the 
Southwest and follow the provres- 
sively ripening grains from the 
Great Plains to the Canadian line 
Dealers and the AAA assisted ip 
securing the acreages to be har- 
vested. 

The schedule of quarter-howr 
weekly broadcasts, to be heard on 
22 stations in the wheat belt, wil] 
tell of the precedent - shattering 
feats which enabled the brigade to 
meet its million-acre goal. 

For the aggressive campaign 
that announced the harvesting 
plan to farmers, Massey-Harris 
employed color pages from May 
until August in Capper’s Farmer. 
|Pacific Rural Press, Progressive 
|Farmer and Successful Farming, 
‘through Cramer - Krasselt Com- 
pany, Milwaukee, and a publicity 
'and public relations program, han- 
|dled by the K. E. Shepard organ- 
|ization, Chicago. 


‘Spincraft Names Farley 


George F. Farley has_ been 
| elected vice-president in charge of 
|sales of Spincraft (Milwaukee 
, Metal Spinning Company), Mil- 
| waukee. He will direct sales ac- 
| tivity, product development and 
| postwar planning. 


250,000 


people form their buying 
habits by reading the news- 


papers comprising 


_ The “Big 5" Group 
| of 


MICHIGAN'S 
UPPER PENINSUIA 


Houghton Mining Gazet « 


Iron Mountain News 
Escanaba Press 
Marquette Mining Jourr :! 


Sault Ste. Marie New 


50,000 Circulation 
Combined rate 28c per "é 


For information phone or wi 
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With the top flight news service 
sports writers, newsreel cameramen 
and network radiocasters perched 
atop a a filled with more than 


70,000 fans, we give you the nation’s 


No. 1 sports show. 


More people (nearly half-million this 
year) pay more money to see Ohio 
State football games than for any 
other regularly scheduled sport spec- 
tacles in the land. Even world series 
baseball crowds don’t equal the 
throngs in Columbus on a fall Sat- 


urday afternoon. 


Advertisers are indeed fortunate to 
find that one newspaper alone is all 
they need to adequately cover Colum- 
bus and the Central Ohio market 
area. Smart advertising men in many 
fields recognize this fact and a total 
of 770 products are advertised here 


only in The Columbus Dispatch. 
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*The English Woolen Mills is one of the 770 
wdvertising necounts using The Dispatch 
Alone in the Columbus market. 


Che Columbus Dispatch 


Represented Nationally by 
O’MARA and ORMSBEE 
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J&] Baby Lotion 
Gets Big Push 
in Three Media 


New Brunswick, N. J., Nov. 17. 
—Johnson & Johnson next week 
will start first consumer advertis- 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
e 
BUSINESS PUBLICATIONS EDITION 


ing for Johnson’s antiseptic baby 
lotion with a 500-line insertion in 
45 large city newspapers from 
coast to coast, through Young & 
Rubicam. 

The same ad, emphasizing the 
cleansing, irritation - preventive, 
antiseptic and pleasant-to-use fea- 
tures of the lotion, will be re- 
peated weekly for three consecu- 
tive weeks. 

The product will be promoted 
in American Baby, Baby Care 
Manual, Baby Talk, Congratula- 
tions, My Baby, Parents’ Magazine 
and So You’re Going to Have a 
Baby, and in spot radio on 52 large 
stations. Chain breaks and one- 
minute spots will be used five 
days a week for at least seven 
weeks. 

Trade advertising for the lotion 
began last summer. 


Two Join Ludgin 

James Edwin Chapman, for- 
merly assistant advertising man- 
ager of Carson Pirie Scott & Co., 
Chicago, has joined Earle Ludgin 
& Co., Chicago, as copywriter and 
contact man. Dorothy Campbell, 
formerly of the New York Herald 
| Tribune, has joined Ludgin’s copy 
staff. 


Treasury Permits 


New Whisky Blends 


Under Brand Names 


Washington, Nov. 15. — The 
Treasury Department’s ruling last 
week permitting a number of im- 
portant whisky manufacturers to 
add neutral spirits to well known 
brands of straight and blended 
whiskies leaves responsibility with 
the distillers of educating the pub- 
lic to the fact that small type on 
the labels shows that the liquor 
under the label isn’t the same as 
the prewar product. 

Under the Federal Alcohol Ad- 
ministration Act, the familiar 
labels of the modified products 
must be changed to indicate the 
true content of the bottle, but the 
efforts which distillers make to 
call the attention of the public 
to the change seems to rest strictly 
on their conscience. 

Adjustment in the contents of 


‘established brand products was 


jallowed by the government 


Advertising Age, November : 


in 
view of the liquor shortage, and 
the necessity of making remaining 
stocks of aged whiskies last as 
long as possible. 


New Holiday in January 


In granting the change Treasury 
pointed out that the August liquor 
holiday had permitted distillers to 
produce some neutral spirits for 
the first time in two years, but 
since August the industry has been 
back at work on alcohol for war. 
Another holiday is set for January, 
but no definite signs are discern- 
ible that it will last more than a 
month. 

Stocks of aged whiskies pro- 
duced prior to the war are falling 
rapidly, the Treasury pointed out. 
By permitting distillers to blend 
their brands of straight whiskies, 
it is hoped that whiskey stocks 
will be extended. 

Under the ruling, labels hereto- 
fore used on bottled in bond and 
other straight whiskies may be 
used on blends of whiskies and 
neutral spirits. The new products 
will include blended whiskies, 
blended bourbon whiskies and 
blended rye whiskies. 

Once distillers decide to add the 


The 


HAT a head- 

It was like this: Kate Smith starts in the Sunday at 
7 spot on September 17th with a rating of 11.8. On October 
Ist Jack Benny returns to his old stand and gets a Hooper 
of 18.5. Miss Smith drops to a 4.7. On October 15th 
Hooper gives Benny a 16.6, Kate goes to 6.5. 


The Story of 
The Innocent Bystander 


| wHo 


on collision that turned out to be! 


Innocent Bystander 


So both Smith and Benny have thousands of dollars of 
promotion behind them, and the best supporting talent 
money can buy. So CBS and NBC are determined to make 
it the struggle of the century, and they are in there pitch- 
ing. And what happens? 

Over on the Blue is an innocent bystander, doing his 
own job about as usual. And he is doing fine, thank you. 

The Blue’s innocent bystander, Drew Pearson, is a/so 
in the slot on Sanday at 7. The Blue and Pearson buck 


two giants and come up with these Hooper figures :* 


September 17 8.3 
October | 9.9 
October 15 . 1.2 


“THIS IS THE Blue NETWORK” 


DIDN’T GET HURT! 


Add it up for yourself. The Blue and Pearson are 4.7 
points ahead of Smith, and only 5.4 behind Benny —and 


without abnormal promotion. 


All right. Now along comes Walter (national institu- 
tion) Winchell at 9 P.M., and he and the Blue promptly 
get a higher rating than all the other networks put together. 
And then the Blue keeps going for the rest of that hour, 
and winds up with a total of 56 Hooper points, against a 
total of 44.2 for the nearest competing network. 

All right again. Now take a look at the Blue any week- 
day morning. Here you will see the youngest of the net- 
works consistently attracting a larger audience than any 


of the other networks. 


MORAL: These Blue ratings are not accidents. The 
Blue consistently delivers with Pearson. It delivers with 
the Winchell-Hollywood Mystery Time-Fidler combina- 
tion. It delivers every weekday morning. A lot of other 
times, too. GOOD SHOWS ON THE BLUE CAN DELIVER 


THE RATINGS. 


*The figures represent the 27 Hooper 
: , } a r } 4 fr r, a 7 


THE AMERICAN BROADCASTING COMPANY, INC. 
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|'brands owned by National Dis- 
| tillers 


|Lillard, Blue Grass, Bourbon de 


; 1944 


MR. CHIPPENDALE 
Carved Out 
A Reputation... — n 


daaeane 
Hane 


Porters Annual 
Fall Showing of Furn 


tag By 


! 
t 


re 


LIFE OF PHYFE—And of Chippendak 
Heppelwhite, Sheraton and other earh 
cabinet makers, is being told humo, 
ously by furniture stores throughout th: 
country in a series of full-page news 
paper ads conceived by Bert M. Sara 
zan of the Hecht Co., Washington, and 
syndicated by Whitehead-Harrison Co 
New York. Ludwig-Baumann, Ney 
York, and Gimbel Bros., Philadelphia 
are among those using the series. Mr 
Chippendale (above) appears by cour. 

tesy of Porter's, Racine, Wis. 


neutral spirits to their brand. 
name product they must apply to 
OPA for a new ceiling price. Ep- 
forcement of these ceilings, and of 
the labeling requirement, reverts 
to Treasury’s Secret Service. 

Treasury agents are constantly 
active in the field to insure that 
labels on alcoholic products sig. 
nify clearly their actual contents 
This labeling activity, though in- 
directly associated with price con- 
trol, is chiefly designed to protect 
revenue which the government 
gets from alcoholic beverages 
Government control does not ex- 
tend to the advertising or publi- 
cizing of the brands. 

Involved in today’s ruling are 
two Schenley products, Golden 
Wedding and Cream of Kentucky; 
Frankfort’s Paul Jones, and eight 


Products Corporation— 
Mount Vernon, Hill and Hill, Old 
McBrayer, Black Gold, Bond and 


Luxe and Old Sunnybrook. 


‘Life’ Opens Two Offices 

Life, New York, has opened tw 
new sales offices in Minneapolis 
and St. Louis, for more direct 
service to clients in those areas. 

The Minneapolis office, at 1820 
Rand Tower, is under the direction 
of B. K. ‘Widdifield, formerly of 
Life’s Chicago sales office. The St. 
Louis office, in the Shell building, 
will be headed by Donald Mac- 
Donald, formerly sales representa- 
tive in Boston and New York. 


/. More key officials inW - 
ington read TIME regularly n 
read any other magazine, he 
big its circulation. 


2- The members of Co 
vote TIME the most im: 
U.S. magazine that ca 
advertising. 


For further details write ! 


TIME 


9 Rockefeller Plaza, New York 20," 
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Boss a belows these days. Women want news—complete and accurate! 
at 1820 ee 
lirection ii They want opinion—vigorous and honest! They want all the 
erly ol 

he St. . . 
aiding things that make a newspaper a great newspaper! Give them that 
d Mac- 


=" BHAT DO WOMEN WANT TO KNOW? 


—- —— 


Newspapers don’t win women readers with frills and fur- 


kind of newspaper and never fear for the responsiveness of your 


feminine audience. They'll want your recipes, your patterns, your 
}. ~ pking at the August report of the Los Angeles Times’ Women’s 
, 


a inci alata Alain Wile dike, health and household hints—and day-in, day-out, they'll heed the 
; - Dureau . 
| messages of your advertisers! 


¢ BJECT Response 1943 Response 1944 

3 auty Helps _____ 3,085 6,757 Measuring the Los Angeles Times by those standards you 
“ opper’s Notebook. ______—_—«i1,781 3,908 can see why nearly 400,000 women write or phone The Times every 
. ess and Needlework ad . . . . , 
v . [iterns, Fashion Books____ 9,980 13,286 year—and why advertisers continue, in war as in peace, to give 
- alth Hints__ a 6,271 The Times overwhelming leadership in Women’s Wear linage. 
ct cipes _ - __ 4,360 4,093 

© Bother 5,662 6,464 
We d- TOTAL__. inn Te 40,779 


a aoe 4 e 
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REPRESENTED BY WILLIAMS, LAWRENCE G CRESMER 
NEW YORK © CHICAGO *© DETROIT © SAN FRANCISCO 


=f T REST FOR ALL MAKES THE LOS ANGELES TIMES “EVERYBODY’S NEWSPAPER” 
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G-E, Continental 
Can to Launch CBS 
January Shows 


New York, Nov. 15.—General 
Electric Company, for its appli- 
ance division, located in Bridge- 
port, Conn., and Continental Can 
Company, on a largely institu- 
tional basis, will both start net- 


the West Coast at first, but embark contemplated 


on a traveling schedule later in the 
year. Agency for G-E appliances 
is Young & Rubicam, New York. 
With a generally enlarged 
budget next year in magazines and 
radio, Continental Can will spon- 
sor the CBS weekly documentary 
series, “Report to the Nation,” on 
the full network as well as CBS 
outlets in Montreal and Toronto. 
The program, sponsored earlier 
this year by the electric compa- 


| 
| 


Advertising Age, November 2 ) 


when Continental| Agency is Newell-Emmett Com- 
takes over Jan. 6. Agency is Bat-| pany, New York. 


ten, Barton, Durstine & Osborn, | M-G-M Drops ‘Screen Test’ 


rw ee Metro-Goldwyn-Mayer Pictures 
L&M Adds to CBS Show | Corporation, New York, on Dec. 8 

; 'is discontinuing “Screen Test,” 
Liggett & Myers Tobacco Com-| program heard Monday through 
pany, New York, has added 17) Friday, 9:15-9:30 p. m., EWT, on 
stations to the network for its pro-|g7 Mutual stations. Agency is 
gram, “Music That Satisfies,” thus | ponahue & Coe, New York. 
placing the show on 143 CBS sta- ‘ 
tions. Promoting Chesterfields, the 
show is heard Tuesday, Wednes- 


Met Auditions Resumed 
Sherwin-Williams Company, 


work programs on the full CBS| nies’ advertising program, is heard | day and Thursday, 7:15-7:30 p. m.,| Cleveland, on Nov. 26 will replace 


network, effective Jan. 1 and Jan. 
6, 1945, respectively. 

Departing from the usual for- 
mula of presenting audience par- 
ticipation shows in the evening 
hours, General Electric will spon- 
sor Art Linkletter and “The G-E 
Houseparty” each Wednesday 
afternoon from 4-4:25 p. m., EWT. 
The program will originate from 


a hg 


BUFFALO'S 


STATION 


DAY and NIGHT 


BUFFALO. 
BROADCASTING 
CORPORATION 


Saturday, 1:30-2 p. m., EWT. No 
change in the present format is 


EWT, featuring Johnnie Johnston “The World of Song” on 160 Blue 
and Paul Baron’s orchestra.|stations, Sunday, 


5:30-6 p. m.,| 


EWT, with ‘“Metropolit: 
Presents,’ making the t 
son the paint company 
the annual auditions of | 
select new artists for th 
politan Opera Company 
is Warwick & Legler, N 


Lawton for Anaci: 


Fleetwood Lawton is 
porting the news for 
Home Products’ Anacin, 
tured by Whitehall 
Company, Monday, 
Wednesday and Friday o 
at 8:15 p. m., PWT. The 
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prog 


Practi 


How-to-do articles by men who 
have the know-how, 
earth plain instructions for doing 
jobs well and profitably. Articles 
like these are doubly helpful 
nowadays with the high per- 
centage of partly trained help. 
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i-Sample, Chicago. 
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»mous Trials’ Moves 


— 
; 


‘ed by Williamson Candy | 22 years, has been appointed sales | department 


noved from 9 p. m., EWT,/| eral sales director. 


- ¢ to 8:30 p. m., EWT, Fri- sion. 
$ noy gency is Aubrey, Moore | . ' ’ 
nerf allo ce, Chicago. Appoints Simpson-Reilly 


nut a | Simpson - Reilly Ltd., Los An- 


UeS@royyi|] Anderson Company, New 
©\er MM. ocency, has moved into new 
e Prog cc 142 E. 39th St. en’s Group, New York. 


Botany Names Geibel 


i i | George Holt, associated with} Ramon Geibel, formerly in| 75th Year Cookbook 
W. A. Sheaffer Pen Company, for| charge of the dress and costume} 
a Botany Worsted 

y- Ag 1. for its Oh Henry candy | manager. H. E. Waldron will con-| Mills, Passaic, N. J., has been| 
N Yas. -©amous Jury Trials” on/tinue as vice-president and gen-| named assistant sales manager of | 
: the wholesale women’s wear divi- 


Van Horson Promoted 
any John M. Van Horson, manager | 
Pharm derson Moves |geles publishers’ representative, | of the new products department of & Gardens, Country 
has been appointed West Coast} Young & Rubicam, New York, has | Farm r 
representative of Hillman Wom-| been appointed a permanent mem- | Good Housekeeping, McCall's, Suc- | of x-ray film. 


| ber of the plans board. cessful Farming, Woman’s Day and| The machine is manufactured 


| Pillsbury Issues 


29 


Woman's Home Companion, plus 
smaller ads in educational maga- 
zines and mentions on Pillsbury’s 


Pillsbury Flour Mills Company,|@dio shows, are being used to 
Minneapolis, celebrating its 
anniversary of flour milling, has; = 2= ——— 


issued a Diamond Anniversary € oe 
| Recipe booklet, containing modern | G E to Distribute Pako 


75th | Offer the booklet to consumers. 


baking recipes with an historical| General Electric X-Ray Cor- 


| information. 


background of milling and baking | poration, Chicago, has been ap- 


| pointed medical distributor of the 


Full color pages in Better Homes| Pako X-Ray Filmachine, auto- 


Gentleman,|matic processer and drier of all 


Journal & Farmer’s Wife, | standard medical sizes and types 


| by Pako Corporation, Minneapolis. 


Lo ae vi 


‘the Edi 


torial 


For nearly a quarter century au- 
tomotive people in the 19 South- 
ern and Southwestern states have 
depended upon the editorial and 
advertising pages of Southern 
Automotive Journal —S.A.J. to 
thousands of them. S.A.J. is a 
working manual loaded down 
with page after page of manage- 
ment suggestions, as well as ideas 
and instructions for doing jobs 
that have to be done every day in 
garages and service departments. 
Efforts of experienced staff 
men are supplemented by con- 


TL 
Spark. Plug, ‘Troubles 


mT 
Vette ee OF 


wat 


sated or implied = 
an AUTOMOTIVE youenal 
a 


A for JANUARY 


ow to make operations faster 
nd more profitable, suggestions 
or training programs, authentic 
nformation on current subjects, 
Monthly service departments and 
| news sections, combine to make 
POuthern Automotive Journal 
must reading among the Southern 
Automotive trade. And this edito- 
lal acceptance wins the attention 
fou want for your advertising. 


N AUTOMOTIVE JOURNA 


se 


OURNAL 


tributions from leading men in 
the Southern automotive trade. 


With 19,500 circulation S.A.J. 
reaches all buying factors in the 
Southern automotive market, in- 
cluding practically all jobbers, 
important dealers, garages, larg- 
er service stations, fleets and 
Army depots. The publication 
has by far the largest paid circu- 
lation in the South and South- 
west: No national automotive 
schedule is complete without 
Southern Automotive - Journal. 


‘Rose Named Sales Mgr. 


| 

| Alfred H. Rose, sales manager of 
the refrigeration division of Port- 
able Elevator Mfg. Company, 
Bloomington, Ill., has been pro- 
moted to general sales manager. 
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5000 WATTS BY DAY 
1000 WATTS BY NIGHT 
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30 
Heads Club House Sales 


J. M. Heck has been appointed 
sales manager of Gorman, Eckert 
& Co., London, Ont., manufacturer 
of Club House food lines. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Ce. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


Colorado Springs 
Makes Bid for 
New Residents 


Denver, Nov. 14.—To attract 
| permanent residents and new in- 
ldustries to “the foot of Pike’s 


| Peak,” an extensive national mag- 


initiated by the 
Chamber of 


has been 
Springs 


paign 
Colorado 

Commerce. 
| Advertisements illustrated with 


sun-drenched villas relate that the 


area offers “310 sunshiny days a} 


year.” Another ad, showing a dis- 


|tant mountain scene, is headlined, 


“Room with a $1,000,000 View.” 


|The advertisements carry the ad- 


dress of the Colorado Springs 
Chamber of Commerce, and ask 


| readers to send for a new 24-page | 


booklet, “Your Home in Colorado 


| Springs.” 


azine and trade publication cam-| 


The community promotion is 
being handled by Galen E. Broyles 
Company, Denver. Magazines on 
the list include American Maga- 


|zine, Atlantic Monthly, House & 


Advertising Age, November 2 


Garden, National Geographic and 
Newsweek. 


G-F Mixes to Y&R 


General Foods Corporation, New 
York, has named Young & Rubi- 
cam, New York, its agency for 
Swans Down corn and bran muffin 
mix, new products introduced late 
in 1943. Spot radio is currently 
being used in the Peoria, Ill., and 
Utica, N. Y., areas to test con- 
sumer reaction, and no national 
media are scheduled until after 
the first of the year. 


CONSOLIDATED 


A typical American peacetime achievement in 
accelerating production came in 1935 when 
Consolidated produced coated printing paper so 
speedily and economically that its price could be 
materially reduced. 


A vast amount of paper is needed in war. It has been 
estimated that the maps and plans for our parachute 
invasion of Holland alone required 45 tons of paper. Paper 
is essential for wrapping precious supplies, for keeping 
records and writing orders. Coated paper is indispensible 
for the realistic reproductions of battlefront photo- 
graphs which appear continuously in our great maga- 


ay rye Tr Pala 


CONSOLIDATED 


a 


BRIDGES BUILT WHILE YOU WAIT could well be the slogan 
of our Engineering Units and Construction Battalions (the Seabees ). 
Yet the record-breaking accomplishments of these famous troops 
would be impossible had not American Industry developed ingen- . 
ious methods of producing the necessary construction materials 
in unlimited quantities. The power of our troops today is made over- 
whelming by a production power developed in times of peace. 


PAPERS 
AT UNCOATED PAPER PRICES 


WATER POWER & PAPER COMPANY 


Four Modern Mills ... All in Wisconsin 


zines and do so much to inspire us and accelerate the 
necessary work on the home front. 

Produced faster and in a more economical way the 
manufacture of Consolidated Coated requires a minimum 
of man-power, fewer machine-hours, and less critical mate- 
rials, So an important share of America’s coated paper 
can be produced by Consolidated while men, machines 
and materials are released for other vital war work. 

Furthermore, the opacity and bulk of 
Consolidated Coated Papers is relatively 
high so lighter weights can be specified. 
This conserves paper and the materials 
of which it is made. 
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Alexander Sn 
Acquires Con: 
of Sloane-Bla! 


Yonkers, N. Y., Nov. 1 —,), 
ander Smith & Sons Car C; 
pany has purchased t ent 
interest of Certain-Teed oq), 
Corporation, Chicago, i: ¥ 
Blabon Corporation, Ne. y 
third largest linoleum an) | 
surface floor covering 
turer, for $2,750,000. 

The Certain-Teed interest 
cluded a majority of the vos 
control and a substantia! por: 
of all securities of Sloan: 
Alexander Smith, which has | 
a large shareholder in Sk 
bon since the latter was o: 
in 1931, now holds somewh: 
than 57% of the common 

Frederick B. Klein, presid 
the Smith company, said the » 
chase will in effect “diversify 


position in the floor - cove; 
field.” He added that, becaus 
the difference in manufactur; 


sales and distribution problem; 
the two firms, Sloane-Blabon y 
continue to operate as a « 
pletely independent company, w 
Houlder Hudgins continuing 
president. 

Rawson G. Lizars, chairman 
the board of Certain-Teed, gs 
the sale represents “one step ir 
_ broad program by which the n 
management of Certain-Teed ; 
tends to prepare the company { 
important postwar developmer 
in the building field.” 


Six Accounts to Funt 


Theodore J. Funt Compa 
New York, has announced the { 
lowing new accounts, with t 
media planned: Mem Cor} 
New York, national maga: 
newspapers and trade publicat 
|for men’s and women’s toilet 
Staple Neckwear Company, \¢ 
| York, men’s fashion maga 
| and business papers; Williar 
erman Company, New York, n 
| magazines and business pape! 
Yorke shirts; Valley Mills, |} 
son, N. J., women’s fashion 
|business papers; Royal Ru 
Company, New York, fashion 
pers, and the Water Repell 
Fabric Converter’s group of 
Textile Fabric Association, } 
| York, trade educational prog 


Joins Manhattan Soap 
Robert E. Tyriver, formé 
sion sales manager for Colg 
Palmolive-Peet Company, Jers 
City, has been named ge! 
sales manager of Manhattan $ 
Company, New York, make 

Sweetheart soap. 


| This ACTIVE Morke 
‘Continues To Bui'd. 


| In the first ten months of | 744 
| ston-Salem spent over a million dol 


| on construction. 


That's 
these days but it is a definit: 


istics 
ndico 
lidly 


struct 


not amazing as st 
| that Winston-Salem is building 
the future . . . because the c 
| for the most part, consisted of © «pon 


. of industries that are he: '° ° 
of Winston-S: °™ 


no “peaks and vo °y® 


That's typical 
| booms... 
a steady growth that makes ' 

a “must” for advertisers, now © '° 
future. 


JOURNAL and SEN "IN 
Winston-Salem, North Cero! 


National Representative 
KELLY-SMITH COMPA 
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onest Weights 


peaking of H a d Tr easures .-- 


Vo! . . . . . . . 

11 porg 2 SHEER purchasing power the hefty hombre you find Magazine. Their attitudes, which are voiced in our con- 
aS. illustrated on the left carries no less than 50 per cent tinuing studies of reader reaction, ordain the unique edi- a 
ne-B Riad. 

crane more weight than the two Lilliputians who, together, torial balance that The American Magazine maintains 

sald total the buying capacity of the top and bottom levels of between the authoritative articles and fine fiction for 
ersify 4 our economy. No, the war has resulted in no radical which it is famous. 

= LOVEr . . . 

ecause readjustments of our economic scale. The middle-class 7 we 

facturi : a ae ‘ A better-balanced magazine.”* 

rh American is still your most productive prospect, accord- 

a . = ° ° ° “aa r 
ens, 2 ing to the latest available figures . .. making 60 per cent of America’s middle millions are your best customers. Your 
nuing . . - ° . ‘ ‘ r 

the nation’s purchases, after taxes and savings. best customers read The American Magazine. Therefore, | 
airman 

‘eed, S - . P . . . . . . a. 

step in “To me all The American is good reading . . . your happy medium to America’s middle millions is The 

the 1 
“Teed | ‘Tops’ in every way!”* American Magazine. 
npany f{ 
elo; ier . . ee a er . . . 

si Aspirational, ambitious, acquisitive, these middle millions ; x 

*Quotations from our continuing studies of 

are, in effect, the editors and publishers of The American reader reaction and letters to our editor. 
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nS lem HE CROWELL-COLLIER PUBLISHING COMPANY 

veer] 050 PARK AVENUE NEW YORK 17, N. Y. i % 

w ond i blishers of The American Magazine, Collier's, and Woman’s Home Companion | ne 

:NTIN ) = ag 2 : rhs F 
Gall THE HAPPY MEDIUM TO AMERICA’S MIDDLE MILLIONS | 
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Bright Future for 
Postwar Private 
Brands Is Seen 


Wartime Factors Work! 


Against Nat'l Brands, 
Ohio Conferees Told 


Columbus, O., Nov. 14.—A post- 
war picture of unparalleled oppor- 
tunity for private brand distribu- 
tors—but doubt as to whether they 
will capitalize on it—was pre- 
sented at the advertising and sales 
promotion executives’ conference 
at Ohio State University here last 
week. 

The case for private brands, as 
against national brands, was built 
up by Dr. R. S. Alexander, New 
York, Columbia University con- 
sultant and marketing expert, at a 
Friday afternoon session on brand 
merchandising and grade labeling. 
Industry, media and agency ex- 
ecutives took part in the two-day 
conference, which also 
postwar advertising plans of in- 
dustry, foreign markets and de- 
velopment of television. 

The private brander will 
the best chance he has ever 
after the war, Dr. Alexander pre- 
dicted, since wartime 
have seemed to favor him over the 


national brand manufacturer. The | 


population will be less brand-con- 
scious after the war, he believes, 
because of widespread merchan- 
dise shortages and consumer ac- 
ceptance of available substitutes. 
He listed these other factors favor- 
ing private brands: Competition 
from chain stores undoubtedly will 
be intensified; the private brand 
distributor will not have to un- 
sell customers on some national 
brands which have been unavail- 
able; dealers have become dis- 
satisfied with some national manu- 


discussed | 


have | 
had | 


changes | 


facturers because of depreciated 

| products, trading up on price lines 
|and trading down on sizes; and an 
/inerease in group buying may be 
| anticipated. 


New Products Developed 


Factors which have worked in 
favor of national brands, he said, 
are creation of new products by 
_manufacturers and two develop- 
ments which may be expected to 
disappear after the war: Private 
| branders in many cases have been 
/unable to locate merchandise to 
(carry their brands, and shortages 
|have lessened the need for price 
appeal. Dr. Alexander said he 
would not hazard a guess whether 
the private brand distributors will 
hold their advantages, postwar, or 
whether national brands will re- 
gain the dominating positions they 
once held. 

As the conference spokesman of 
{branded merchandise, vs. govern- 
ment standardization of products, 
A. O. Buckingham, vice-president 
of Cluett, Peabody & Co., New 
York, warned that under govern- 
ment standardization, ceilings 
would be imposed on quality, and 
standards, instead of rising con- 
stantly, would remain frozen. 

“And in category of merchan- 
dise after category,” he continued, 
“your money’s worth and mine 
would come to be measured, not 
by how good the product is, not by 
how satisfactory, not by how serv- 
iceable, not by how conducive to 
pride of ownership—but how 
cheap.” 


Trademarks Would Disappear 


“Meanwhile, of course, trade- 
marks and trade names also would 
have disappeared. And across the 
land in retail outlets, thousands of 


items that now stand openly lab-| 


eled on dealer shelves—items that 
consumers now have become ac- 
customed to buy with confidence 
land satisfaction—would have be- 
| come nameless nonentities.”’ 
Voluntary U. S. grade labeling 
was upheld by Wirt Winebrenner, 
\of D. E. Winebrenner, Hanover, 
|Pa., and board member of U. S. 
‘Inspected Foods Educational Serv- 


THE AVIATION SOUTH 


LEADS OTHER SECTIONS OF THE NATION atthe 


@ More aviation manufacturing plants @ More Airports 


@ More Military Air Training 
@ More licensed pilots 
@ More licensed Aircraft 


®@ More Airline headquarters 
@ More Airline maintenance bases 


@ More Flight and Mechanics schools 


| ice. 
|canner merchandising its products 
jin an eight-state area along the 
| Atlantic Seaboard, has operated 
|}under continuous federal inspec- 
tion for the past four years. He 
said the 54 companies now operat- 
ing 76 plants under the service do 
not advocate grade labeling as a 
substitute for brands, but rather 
to complement them. Housewives, 
|he declared, “will continue to 
| specify the brands which represent 
|the variety or type of preparation 
‘they prefer. Grade labeling as- 
|sures them that in buying their 


His company, a medium size | 


Advertising Age, November 


favorite brands they are paying 
prices comparable to those of other 
brands in the same quality 
bracket.” 


programs must be reconverted now 


—as well as plants—if they are to| 


withstand the terrific stress of 
postwar merchandising competi- 
tion, C. B. Ryan, advertising and 
sales promotion manager, Fire- 
stone Tire & Rubber Company, 
Akron, told the conferees at the 
opening session Friday morning on 
postwar advertising plans. He 
recommended a five-point pro- 


gram for companies whic! 
to be out front” after the 
program which Firestone it 


|into effect early in 1942 \ 
Advertising and sales promotion | 


brand names and the futur: 
ity of its 38,000 deale. 
threatened. 


‘Spend Ad Dollars No 


The program suggests th 
panies: 
fort of the executive staff 
paring for peace while p) 
for war; 2, take postwar p 


of the planning stage and pu! 


into preparation; 3, orga 


<), 1044 


“War 
Wa 


1, Step up product 


2 OS eP 


| 
| 


| 


| 


| 


| 
| 


“SO Chis 


Is how were going 


to live...” 


full color and full size room models. 


~thanks Te Geller None + yarderg—Room after room 


of the postwar home is unfolding before the eyes of 2,350,000 
family readers of Better Homes & Gardens—readers who now 
are planning and dreaming of their new homes after the war. 

Planned from the inside out for improved living, this 
series of rooms employs the use of standard materials in 
exciting, thought-provoking designs. It provides America’s 


families with the first real preview of postwar homes—in 


Thru Better Homes & Gardens, America’s families arc 
seeing America’s foremost designers display their breath. 
taking but realistic conceptions of tomorrow’s gardened 
living rooms in the September issue; hobby rooms in the 
October issue; kitchen-dining rooms in the November issue: 
and children’s bedrooms coming in the December issuc. 
Watch for them! 


This continuing series on the postwar family home is 


but one example of the accurate, long-range editorial plan- 


ning which has made Better Homes & Gardens the nation’s 


leading building force. 


Better Homes & Garden 


America’s Family - Service Home Magazin: 


Los Angeles Representative: 
EDWARD BRAND 
816 West 5th, Tel. Michigan 1732 


Detroit Representotive: 
CLARK STEVENS 
639 New Center Bidg., Tel. Madison 0639 


New York Representative: 
HAROLD IVES 
Room 1011, 247 Pork Ave. 
Tel. Eldorado 5-6589 


Ward Ofgce8 - P.O. Box 750, DALLAS, TEXAS—Telephone R-2122 


Meredith Publishing Company, Des Moines 3, low: 
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ng operation to use every re-| retailers and 700 company-owned 


ice in selling the product and_/| stores, Firestone sales in 1942 top- 


ipany; 4, mobilize the dealer,| ped the previous year, in 1943 
er or distributing organization | went ahead of ’42 and this year 


they will be in a position to get| will set the highest total in his- 


gger share of the market for! tory, Mr. Ryan said. 
products tomorrow; and 5,| Signed dealer franchises are 


end advertising dollars now—|“rolling into our factory right) 
t half dollars—to help your sell- |now” as the result of Westinghouse | 


organization sell what it has| Electric & Mfg. Company’s plans 
vy, and to build demand for your | to gear for postwar merchandising, 
twar products that may be in| Roger H. Bolin, manager of ad- 
red-hot competitive situation | vertising and sales promotion of 
yer than you think.” the electric appliance division, re- 
lespite the tire shortage, and| ported. He said distributors have 
of “big ticket items” for its | been highly successful in signing 


jup retailers with an easel-form 
presentation which reviews the 
| company’s war activities, postwar 
policies and its hard-hitting ad- 
vertising and promotion of the full 
|lines of Westinghouse electric ap- 
| pliances. 

The division has adopted June 
1, 1945, as an arbitrary date when 
its refrigerator advertising and 
| promotion program must be ready 
| to swing into action. Advertising 
copy has been carried through to 
| final approval and put on the shelf 
|—ready for use. The same pro- 


|cedure will be followed for other | 


individual products in the line, 
which will be supported by signs, 
displays, store remodeling plans 
for dealers, etc., Mr. Bolin said. 
Current advertising to consumers 
and the trade includes campaigns 
on the Laundromat Westinghouse 
will again bring out, and the full 
line. 

H. A. Trumbull, sales promotion 
|manager, Owens-Illinois’ Glass 
|Company, Toledo, said his com- 
|pany for the past 18 months has 
|had many postwar planning com- 
(Continued on Page 34) 


IF you like to reach : 
rich markets where . 
spendable income is 4 
high—war or no war... } 


IF you want complete 
radio coverage in one of 
the best of these markets ‘ 
—the East Texas - North , 
Louisiana -South Arkan- 

sas region... 


IF you want that radio 
coverage to be not only 
available to, but welcome 
in, the homes of this 


See a ee 


THEN USE A 


BIG 


STATION 


TO COVER THIS 


BiG 
MARKET 


KWKH 


— 50,000 WATTS | 


a Glrevepert Tomes Clation 
SHREVEPORT, LOUISIANA ' 
THE BRANHAM CO 
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mittees at work studying customer 
plans for postwar, and is applying 
results of these studies to its own 
plans for the future. Long an ex- 
tensive trade publication adver- 
tiser, Owens-Illinois has continued 
its consumer campaigns since 1941, 
adding network radio to its media 
list, selling the theory of glass 
packaging and its superiority to 
the public and industry users. 


Television Impetus Seen 


Through television, “it is en- 
tirely conceivable that the whole 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION'S GREATEST INDUSTRIAL AREA 


business of advertising will receive 
a tremendous impetus far beyond 
anything that has been conceived 
before,” James D. Shouse, vice- 
president of the Crosley Corpora- 


vision seminar which closed the 
meeting Saturday morning. 


chandise, in which all good manu- 
facturers take inordinate pride, its 
appearance, its price and its use 
in the home—all these accompa- 
nied by a combination of printed 
selling and voice selling—all these 
things cannot fail to bring to the 
business of advertising more 
money, because it can perform 
|more functions than it has ever 
been able to before,’ Mr. Shouse 
said, 

Emerson Hogg, commercial en- 
gineer with the electronics depart- 
|ment of General Electric Company, 
Schenectady, N. Y., believes that 
|department stores, postwar, will 
|establish their own television de- 
|partments with competent staffs 
;capable of planning and origi- 
|nating their own television pro- 
|ductions for intra-store distribu- 
tion, including fashion shows, 
‘demonstrations, special sales, etc. 


tion, Cincinnati, declared at a tele- | 


“Television’s ability to sell the! 
manufacturer the style of his mer- | 


|A warning that advertising agen- 
|cies may be in the “doghouse” if 
|they don’t learn how to put on 
| television shows for clients was 
| sounded by Richard H. Hooper, re- 
gional manager, advertising and 
sales promotion, RCA-Victor Divi- 
sion, Chicago. 


Hold Special Session 


Paul Hollister, vice-president of 
Columbia Broadcasting System, 
New York, who reviewed the net- 
work’s proposal that television be 
“moved upstairs,” said that this 
procedure is the only way to pro- 
vide enough channels for “a truly 
national television service, on a 
vigorously competitive basis.” 
Citing the support which CBS has 
gained since its proposal was first 
made about seven months ago, Mr. 


pictures had died out” but that “I 
would not be so bold as to predict 
with matches.” 

Problems confronting advertis- 
ing clubs were discussed at a 
special session presided over by 
Parker Z. Blozer, president of the 
Columbus club, and attended by 
officers from clubs in several mid- 


Are you concerned about the possibility of losing 
touch with your market during reconversion? 


You don’t need to be! 


Through MILL & FACTORY you can keep in con- 


key men in your 


Don’t let reconversion upset your applecart. During 
this difficult transition period, keep contact with the 


market by advertising in MILL & 


FACTORY, the one magazine you can depend on to 


time! 


stant touch with the men who count in the plants that 


count ...no matter how many war babies fold up, no 


get your message through to them every time —on 


matter how many new plants grow up, nor how much 


personnel shifting goes on. 


The reason why MILL & FACTORY can give you 


guaranteed coverage of industry’s 


times...even during conversion... is simple — 


Conover-Mast Corporation — 205 East 42nd St., New 
York, 17, N. Y.; 333 No. Michigan Ave., Chicago, 1, 


key men at all 


Los Angeles, 13. 


Its circulation is selected and kept 


up-to-date by industrial distribu- 
tors — not subscription canvassers! 


There are 132 of these 


men, who 


FACTORY. 


These salesmen call on all worthwhile plants regu- 
larly. Asa result, they know just which plants are on 
the way in, just which ones are on the way out. They 
know which executives have changed jobs or 


their stripes”, as well as which ones 


Industrial Distributors... 
strategically located throughout United States. And 

these Distributors employ more than 1200 sales- 
act as circulation-builders for MILL & 


“lost 


have stayed put. 


They report all this information 
to MILL & FACTORY promptly! 


Promptly — because Industrial Dist 
ill copies of this magazine, 
keeping its circulation list mght on 


mont! 


and naturally 


ributors pay for 
insist on 
the beam every 


Ill.; Leader Bldg., Cleveland, 14,Ohio; Duncan A. 
Scott & Company, West Coast Representatives, Mills 
Bldg., San Francisco, 4, and Pershing Square Bldg., 


A CONOVER-MAST PUBLICATION 


Hollister said he thought the “fires | 
of opposition to better television | 


| 


Advertising Age, November 20, 1944 


NOVEMBER CANADIAN MAGAZINE LINAGE 


| 

Canadian Home Journal... .. ree 
Canadian Homes & Gardens............. 
Chatelaine 
T*idberty «.... 

DENG” a:a.0 doa. 

| National Home Monthly 

| New World Iliustrated ; 
Revue Moderne, La...... nate 


Total Group .. 


CO Se RM sc cesacsecaseoweasa 
Family Herald & Weekly Star: 


r 1944 ‘ 7719 43 — 
Pages Lines Pages 
53.9 36,644 47.3 
~ 26.7 28.2 ] 
54.3 45.0 
48.2 49. 
61.2 52 
40.8 36.3 
34.0 29.0 
33 23.3 
361.6 233,074 311.1 1! 


Display, Including Poultry and Livestock in Canadian Farm Publications 
is ; 26.5 


31 22,831 26.5 ] 


THIBSCOER TOGICION 2 cccccccsevscveces 70.6 70,584 63.2 

SWeastern Edition .........c.ess% 59.5 59,538 53.9 E 
Parm @& Ranch Review... ....icccsssses 32.0 16,448 32.0 ] 
Farmer's Advocate & Home Magazine. 43.5 30,501 43.0 : 
PASERGRM DEABGRING 6.656 0.0 0 6 cee ediw eee oe 31.5 22,132 28.0 1 
Free Press Prairie Farmer.. » en 52,081 45.6 5 
Western Producer ...... 27.8 29,751 13.6 ] 

Total Group ...... 344.0 S08, 866 :05.8 

*+Four issues 1944, five issues 1943. 

*October figures. 
western and eastern cities. Earle} lington, Inc., Philadelphia, as jt 


Pearson, general manager of the 


Cl) Advertising Federation of Amer- 
that the boys have stopped playing | 


ica, urged the clubs to provide 
adequate vocational guidance for 
returning servicemen; cooperate 
more extensively with better busi- 
ness bureaus in maintaining the 
“truth in advertising” policy; im- 
prove public relations; and coop- 
erate fully with local CED com- 
mittees. 


Viscose Runs ‘Write 
Your Soldier’ Ads 


American Viscose Corporation, 
|New York, is publishing full-page 
j}ads in newspapers of its seven 
|plant cities urging employes to 
“make sure that everyone in the 
|}service gets a Christmas letter 
from you.” Urging immediate 
| mailing, each ad contains a com- 
| plete list of employes in the serv- 
| ices from the local plant. 

The ad is running in Lewistown, 
Marcus Hook and Meadville, Pa., 
Front Royal and Roanoke, Va., 
and Nitro and Parkersburg, W. Va. 
|J. M. Mathes, Inc., is the agency. 


To Ivey & Ellington 

The Corn Exchange National 
Bank & Trust Company, Phila- 
delphia, has appointed Ivey & El- 


'England, and in grocery and res- 


agency, effective Jan. 1. 


ICI Forms Local Chapter 


The Air Conditioning Counc 
Western New York has become ths 
first local chapter of Indoor Cli- 
mate Institute, organization oj 
leading manufacturers of heating 
air conditioning and coolin 
equipment, Formal induction cere- 
monies for the local group were 
held Nov. 14 at Buffalo and it ha: 
been renamed Indoor Climate In- 
stitute, Western New York C! 
ter. 


40-Fathom Fish Starts 
Campaign through Y&R 


General Seafoods Corporatio: 
Boston, a division of Genera 
Foods, which recently placed 
advertising with Young & Ru 
cam, New York, will conduct 
interim campaign for 40-Fat 
fish for the next few months unt 
data has been prepared on w! 
to develop the regular progran 

Advertising will run in a 
magazines, in spot radio in N¢ 


taurant trade publications. A 


mink and fox food will be pro- 
moted in breeding  associatio: 
papers. 


me ST. JOSEPH 


MISSOURI 
FARM MARKET 


ST JOSEPH, MO. FARM 


BREAD, SUFFICIENT FOR ON: 
cn’) SANDWICH 


| FOR LUNCH 
EVERY DA 


— 


FOR A MONTH FOR EVER: 
PERSON IN THE 


PRODUCED YEARLY IN 
TERRIT 
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oe : 
Nee Pag * me re 


yep, 


wes dy! 


Since the days when the great John L. Sullivan Outside the ring, too, the ability to score a 


ruled the realm of pugilism with an iron clean-cut knockout is a coveted business asset. 


3 fist, sports fans have reserved their loudest 

Ae os i Few advertisers, for instance, are satisfied 

| plaudits for the knockout specialists of the Fan ie 
with a hairline sales decision in a major 


4 / f Byte 2” ec . 5° 
j oe ge squared circle. i = 
; th metropolis like Philadelphia. They want to 

! y, win by a knockout. And they can with 
| Champ. or uncrowned contender — heavy- . 
—— | F “The Record — and One Other” .. . the 
am weight, or flyweight — the fighter with the es 
- newspaper advertising punch that paralyzes 
— ES . ° ° e 
ae biggest draw at the gate invariably is the one competition by driving home your. sales 
st whose deadly “one-two” punch spells a hasty message to both sides of Philadelphia’s 
/ER* 
4 and horizontal exit for his hapless opponent. liberal-conservative market. 

a 
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DEBEERS CONSOLIDATED MINES use 


The New Pork Simes Magazine 


as a basic unit 
in their national magazine campaign 


(prepared and placed by N. W. Ayer & Son) 


Beeause The New York Times Magazine 

is read by a large national audience 

of men and women of taste. discrimination 
and buying power, advertisers include it 
in their basic magazine schedules. 
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dvertising Age, November 20, 1944 


you OUGHT TO KNOW 


BUSINESS CHART OF THE WEEK . 


THE PAY-OFF .. 
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OTHER FEATURES 


You Ought toKunow . 


Quiet and conservative, slender and 
y, 60-year-old Charlie Carr brings to 
new post of chairman of the board of 
Association of National Advertisers’ 

<perience as advertiser, agency execu- 

e and newspaper 

iblisher, and defi- 

te data and plans 
how advertising, 

a part of public 

lations, can help 
industry to meet the 
problems of the 
postwar tomorrow. 

He believes that 
ndustry should look 
nd listen intelli- 
gently before it 
leaps. As public re- 
lations chairman for the last four years, 
Charlie Carr has supervised the ANA 
public opinion polls, which have told ad- 
vertisers some of the significant things 
people have been thinking about them. 

For the last decade he has been pub- 
lic relations director and advertising 
manager of Aluminum Company of Amer- 
ica, Pittsburgh (which emphasizes “Im- 
agineering” as its advertising theme), but 
most of the 35 years since his graduation 
from Indiana University (his native state) 
have been spent in finding out about peo- 
ple as a publisher. 

During his college career he was a re- 
porter on several Indiana papers and for 
a time was on the staff of the Chicago 
Inter-Ocean. Then he went to Panama 
for four years as principal of the Canal 
Zone high school system. 

Mild climate seemed to agree with him. 
After a year as joint owner of the Times 
of Sullivan, Ind., he went, in 1914, to 
Florida to be part owner and general 
manager of the St. Petersburg Times, 
where he stayed for 20 years. 

His newspaper career was interrupted 
from 1923 to 1927 when he started and 
managed the Lesan-Carr Advertising 
Agency in St. Petersburg, an affiliate of 
the former H. E. Lesan Advertising 
Agency of New York. Those were the 
days of the Big Boom in Florida real 
estate, and Lesan-Carr did its bit to ex- 


Charles C. Carr 


CHARLES C. CARR 


ploit the merits thereof. Then he went 
back to his former position on the St. 
Petersburg Times. In May, 1934, he was 
invited to join Aluminum Company as 
public relations director. 


Carr thinks he’s done about everything 
in a newspaper shop except run a lino- 
type machine. He’s been several kinds 
of reporter and editor and he’s sold and 
supervised the sale of advertising and 
circulation. 


With regard to so-called “institutional” 
advertising, he likes the expression: “The 
face of the facts belongs in the news, but 
the base of the facts in the advertising 
columns.” In recent talks before execu- 
tives’ clubs in New York and Detroit, he 
used the borrowed definition of public 
relations as simply “Good morals, and 
good manners.” The morals, he said, are 
the “ethical conduct of one’s business or 
profession and’ the manners, the intelli- 
gent presentation of this conduct to cus- 
tomers, competitors, employes and the 
general public. This makes practically 
everybody, in any kind of business, a 
public relations man or woman.” 

Industry, especially after the war, 
Carr believes, will have both the specific 
job of selling goods or services and of 
“making as safe as possible the economic 
and business waters in which its craft 
must operate.” 

The ANA has helped to improve war- 
time advertising. Two years ago, a sur- 
vey among civilians, supervised by its 
public relations committee, showed that 
much of such advertising “stank.” It 
smells better today. Charlie Carr and his 
cohorts in the ANA intend that advertis- 
ing shall smell even better tomorrow—in 
fact that it shall become vastly more in- 
formative and stimulating. 

Married 32 years, Mr. and Mrs. Carr 
have one daughter and one. grand- 
daughter, and a son-in-law in the Navy. 
Mr. Carr is prouder of his bridge than of 
his golf. He belongs to several clubs, in- 
cluding the National Press Club of Wash- 
ington. But his time is taken mostly with 
getting American industry to put the tools 
of public relations to more efficient and 
profitable use. 


The Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


this department, basic principles which have proved their value in mail 
a advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 


Advertising Director, 
LaSalle Extension University 


Several years ago it was my privilege 
serve on a Copy Testing Committee 
the Advertising Research Foundation 
ich after four years of study published 
1939 a book on copy testing... This 
imittee (or committees, for its person- 
changed considerably during its life) 
prised five advertising managers and 
agency representatives. Its announced 
pose was to present an objective 
lysis of copy testing principles and 
‘tices as then applied. 

he final report covered five important 
hods of copy testing: 

Opinion Tests 

Recognition and Identification Tests 
Recall Tests 

Inquiry and Coupon Tests 

Sales Tests 


1e best experts on each method we 
d secure were drawn into the study 
helped shape the final report. So 
as probably the most authoritative 
ement of these methods possible at 
time and was a distinct contribution 
his important subject. 


One point impressed me_ greatly 
throughout my connection with the com- 
mittee. That was the caution urged by 
the expert protagonist of each method in 
the use of his method—the need for ex- 
treme care in evaluating the findings of 
any test because improper handling or 
unnoticed variables might easily lessen 
the accuracy of the test. In other words, 
most of these methods while extremely 
helpful in answering the perennial ques- 
tions, “Will they read it?” and “Will it 
make them buy?”, still needed further 
refinement and perfecting before they 
could be used generally by any but ex- 
perts. 

To me, a mail order advertiser and 
therefore probably prejudiced in favor of 
the inquiry and coupon test method, it 
seemed that the expert on this method 
was most sure of his ground. He showed 
less hesitation and caution—-was more 
positive about his method and its appli- 
cation. That was natural because the in- 
quiry and coupon test, where it can be 
used, is simpler and more definite. 

Obviously the inquiry and coupon test 
measures only certain qualities of the ad- 
vertising. It measures only indirectly, if 
at all, the name or prestige value, its aid 


to dealers and other sales representatives, 
and any general readership beyond those 
who respond. But it does give a straight 
comparative test of the response value 
of different ads and different media—tells 
the advertiser which ads or which media 
are better for his purpose. 

At any rate, I have many times been 
glad I work primarily with direct re- 
sponse (mail order) advertising. I be- 


lieve this kind of advertiser comes closer 
to provable, profitable advertising. He 
doesn’t have to guess so much—his result 
figures tell him quickly whether any ad 
or any media are good or bad for his em- 
ployer or his client so far as immediate 
results are concerned. He has some defi- 
nite limitations which may irk him con- 
siderably at times but he also has com- 
pensations. 


The Creative Wan Corner 


To the list of the publications and radio 
promotion campaigns noted in this Corner 
a few weeks ago, we want, today, to add 
another. A new one. And we want to 
put it at the top. 

For this new campaign by Redbook is 
based on a solid idea. 

Under the provocative headline which 
shows so clearly in our reproduction, 
Redbook assures us that “it’s not some- 
thing done with mirrors,” etc.: 


No, it’s not something done with mir- 
rors. Neither is it one of those post-war 
miracles made out of soybeans. 

Here is a national show for your prod- 
uct for $37,200 a year, complete. We'll 
repeat that for you: $37,200. Not $370,- 
000 or $670,000. 

The audience? 1,500,000 families, min- 
imum—that’s better than a 5.0 rating. And 
mind you, these are not miscellaneous 
families, but a distinctive, intelligent 
audience—the audience of people who en- 
joy reading. 

True, they listen to radio, and they look 
through other magazines. But because 
good reading is their great pleasure Red- 
book magazine is Number One on their 
hit parade. To get this show they pay 
25c admission; they turn to each issue 
many times—give it three and a quarter 
hours a month. 

Just think how your product can domi- 
nate this audience with a full page in 
every issue—12 full pages a year. That’s 
what you get for $37,200. 

Should you neglect such an opportun- 
ity? Especially when you stop to think 
that it is advertising like this that built 
most great advertisers of today! 

While Redbook is now over-sold, we'd 
like to send you “The Rating You Can 
Expect in Redbook.” Write Redbook, 230 
Park Avenue, New York 17, New York. 


A 20.0 Rating, Coast-to-Coast 


Six million families—1 out of every 5— 
read Redbook, Cosmopolitan and Ameri- 
can, THE MONTHLY GROUP—with less 
than 15% duplication. A national rating 
of 20 points! In all advertising there is 
no national opportunity equal to it—at 
anything like the price of $160,000 for 12 
full pages. 


business Chart ot the Wee 
Sales of Ten Leading Coffee Brands in Buffalo 


POUNDS 


PER CENT BRANDS 


DOLLARS pee CENT 


Actually, this advertisement looks 
straight past one fact that a radio man 
would be quick to point out. The circu- 
lation of a magazine scarcely can be com- 
pared to a Hooper or CAB rating based 
on individual program listeners. Starch 
readership figures for the average adver- 
tisement (even on the “Seen” percentage) 


A NATIONAL SHOW 


for your product 


FOR §37,200 A YEAR 


complete 


would cut Redbook’s 5.0 
proximately half. 

The same would be true for the 20.0. 

However, Redbook’s basic argument is 
a neat one. And if it hardly will cause 
any flight from radio, the advertisement 
does clearly point out the dollar value in 
full magazine schedules ... the same 
kind of continuing schedules that radio 
enforces. 

It is a fresh approach and one that may 
well be developed through a whole series 
of ads. 


rating by ap- 


[__] CHAIN BRANDS 
GR v47/0NvK BRANDS 
LOCAL BRANDS 
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~— from a study by lastitute of Transit Advertising 
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Whitehall Names Jacobs 


Whitehall Pharmacal Company, 
division of American Home Prod- 
ucts Corporation, New York, has 
appointed Joseph Jacobs, Jewish 


market organization, as marketing | 


and advertising counsel in the 
Jewish field for Anacin, 
Hill’s cold tablets, BiSoDol, Koly- 
nos, and New Hair Groom. News- 
papers and radio will be used. 


FACT NO. 8 — 


So great has been the 
need for BAKERS' 
services, that 
— subscriptions into 
akeries increased 1500 
during a period while 
the number of bakeries 
actually decreased by 
3000. Worth investigating. 


O Broadway, 
SHED EVERY TWO WEEKS 


Freezone, | 


Postwar Aid 


Unify ‘Thought and 
Action’ of Nation 


New York, Nov. 15.—The board 
of directors of the War Advertis- 
ing Council issued a_ statement 
today urging that “the Council 
should continue its work into 
the reconstruction and postwar 
periods, but that its methods of 
operation should be revised to 
meet the new conditions.” 

During the war, the statement | 
said, “leading elements of adver- 


tising and business have learned 
that the individual company can- | 
not prosper unless its industry | 
prospers; that the industry cannot | 
prosper unless the people prosper; 
that the people cannot _ Prosper | 
unless the world prospers.’ 

The directors cited seven ay 


Osi 


‘War Ad Council Urges 
-U. S. Drives 


Work Would Help | 


time trends as evidence that its 
work should go on: 

“1. Business has measurably 
grown in stature with the public.” 
Its wartime advertising has shown 
that it has “a heart and a con- 
science; that it is deeply concerned 
with the welfare of the nation and 
the people. 

“2. Advertising, by enlisting in 
the public service, has likewise 
grown in stature with the Ameri- 
can people... 


Media Have Share 


“3. The media through which 
advertising reaches the people 
have shared in the general good 
will. Important contributions have 
been made by the media them- 
selves. 

“4. A far better understanding 
of business and advertising has 
been brought to government cir- 
cles in Washington. 

“5. A wide circle of Washing- 


One Newspaper Delivers Adequate Coverage in Nebraska and southwestern lowa 


Wm. M. Jeffers 


President, Union Pacific 
Former U. S. Rubber Administrator 


Railroad C 


0. 


._..and this newspaper serves one of the 
nation’s great markets, populated by nearly 


ONE AND ONE-HALF MILLION PROSPEROUS 
PEOPLE 


Never before in all history has this market ranked so high in 


sales potential . 


* The Biggest Farm Income in History 

* The Biggest Pay Rolls in History 

* The Biggest Buying Income in History 
* The Highest Business Indices in History 


* And One of the Nation's 


Biggest Retail Markets 


All this, coupled with the fact that this newspaper offers YOU an all-time 


NEBRASKA— 


STILL AMERICA'S WHITE SPOT 


No Bonded 
Sales Tax — No 


Indebtedness — No 
Income Tax 


WORLD-HERALD CIRCULATION 


over 200,000 si22., 


One of the N 


and 


high coverage of every other family in the entire state of Nebraska, is sufti- 
cient reason for you to give this market, 
sideration when planning your advertising schedules. 


Omaha 


and The World-Herald top con- 


POBIS 


WORLD™ HERALD 


ations Great t Bewspa pers 


COVERS NEBRASKA AND S. W. IOWA 


Owners and Operators of Radio Station KOWH 


Not'l Representatives, O'Mara & Ormsbee, Inc. New York, Chicago, Detroit, Los Angeles, San Francisco 


Only 7 Newspapers in the Nation top The Omaha World-Herald in percentage of Statewide coverage. 


Advertising Age, November 20, 194 


|ton officialdom has worked more} 


closely with business. This has, 
in turn, been helpful to govern- 


ods. 

“6. Business has been benefited 
by being brought closer to the per- 
plexing national problems of gov- 
ernment... 

“7, Competitive interests 
|learned to bury old hatchets and 
work together. The various media 
have joined together for the first 
time in history. 
vertisers have worked shoulder to 
shoulder. Competitive elements of 
entire industries . have learned 
to work for the good of the indus- 
try and the nation.” 


Stress Public Relations 


In peace, as in war, the state- 
ment said, “the Council’s purpose 
shall be to utilize some of the 
power of advertising in the inter- 
est of all the people; to give by 
its use an example of advertising 
as a social force; to give a con- 
tinuing demonstration of the will- 
ingness of business to cooperate 
with national leaders... and by 
these means, to conduct on the 
highest plane the finest type of 
public relations possible for adver- 
tising and business.” 

The statement was issued, the 
directors explained, “in response 
to questions from business and 
government as to its future pro- 
gram.” The Council pledged that 
it “will continue wholeheartedly 
to do its war job until the day of 
total victory.” 

When victory has been won, 
both in Europe and Asia, “the cur- 
tain will roll up on the recon- 
struction period and all its prob- 
lems. If American business is to 
prosper the country must reem- 
ploy more than 13,000,000 men. 
The national income, economists 
| tell us, must be held at around 
140 billion dollars. Greater unity 
must be won, between the fighting 
man and civilian, between busi- 
|/ness and government, between 
management and labor. The peace 
must be secured and preserved. A 
future depression—with its threats | 


ment in applying business etutdl 


Agencies and ad-| 


have | 


to every home and business—m_ ++ 
be avoided at all costs. 


May Help End Confusion 


“Reconstruction will be a peri 
of confusion of thought throug 
out the world. The white light 
information and persuasion will 
needed as perhaps never before. 

“Were the mechanism which } 
helped mobilize these forces to 
scrapped, it would probably 
necessary to recreate it painful 
bit by bit, at some future time. 

“There is no question that + 
need will continue. There is 
room for doubt that advertisin:, 
as a public servant, has only 
started on its career of greatest 
usefulness.” 

Since the start of the war, it 
was said, nearly one billion dolla: 
worth of advertising has been co: 
tributed to support official wa 
programs. In 1943 the amount o 
space and time contributed | 
American business for this pu: 
pose was $350,000,000. This yea 
the figure is expected to be larger, 


Eureka Allowed to Make 


Vacuum Cleaners in ‘45 

Eureka Vacuum Cleaner Com- 
pany, Detroit, has received per- 
mission from WPB to start pro- 
duction of vacuum cleaners de- 
pendent on availability of material 
and “contingent upon the progress 
of the war.” 

Eureka expects to make initial 
deliveries during the first part of 
1945, according to H. W. Burritt, 
president, who emphasized that 
the company’s current output of 
war material will not be affected. 
He added that the new cleaners 
will be re-styled and with Eu- 
reka’s wartime experience in pre- 
cision work, the cleaners should 
be better “than was possible be- 
fore the war.” 


Bottled Egg Nog Drive 


Overbrook Company, Baltimore, 
is launching a magazine campaign 
for Overbrook’s Premium Old- 
Fashioned bottled egg nog, through 
Leon S. Golnick & Associates, Bal- 
timore. 
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DOES A BETTER JOB! 
as. 
Do you have a sales message or progress 
i story to relate ... are you looking for a 
I simplified method of teaching your per- 
sonnel to do a better job? We are special- 
i ists in the making of special films that tell 
a retentive story, easily and quickly. 
Let us know your problem . 
, enced staff offers time-proved advice, with 
! no obligation on your part. 
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FILMICRAFT PRODUCTIONS 


Division of 
SOUNDIES DISTRIBUTING CORP. OF AMERICA, INC. 


2832 Decatur Ave., Bronx, N. Y.—FOrdham 7-9300 
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Snportant AERO DIGEST Anscuncement 


Effective January 1, 1945, AERO DIGEST will inaugurate a new Editorial 
Policy. There will be two editions a month as in 1944, but the editorial ap- 
proach will be clearly defined and directed to the two major postwar markets 
— Manufacturing and Operations. The purpose of the change is to in- 
crease the usefulness of the magazine by covering more fully the many 
services now embraced by the aeronautical industry — such as the problems 
of postwar marketing and distribution as distinguished from those of manu- 
facturing and production which have been paramount since Pearl Harbor. 


All regular Departmental Features Base Operation, Merchandising 
will be retained in both monthly Methods, and Overhaul and Repair. 
editions, but the Manufacturing By this division of contents, both 
Edition on the first of the month editions will be able to cover more 
will be followed by an Operations comprehensively the particular 
Edition on the fifteenth. interests dealt with in each. 
Thus the Manufacturing So AERO DIGEST again moves 
Edition will stress the problems first to present its advertisers a 
of manufacturing and production. choice of market emphasis and its 
In contrast, the Operations readers all inclusive, carefully 
Edition will emphasize such sub- segregated, editorial material 
jects as Airport Planning, Fixed channeled to their major interests. 


Such a program is not available through any other medium. It offers 
unparalleled opportunities to all key men concerned with the sales and 
merchandising of products to the aeronautical industry. 


St 9 


AERO DIGEST 


TWICE-A-MONTH 


Stmenica's Premier sterenautical Magazine 


515 MADISON AVENUE © NEW YORK 22, N., Y. 
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Bad for Business 


To the Editor: Your SPLENDID 
WRITEUP BY STANLEY COHEN DE- 
SCRIBED LACK OF AVAILABLE MEDIA 
FOR SERVICEMEN WAS TIMELY AND 
ALMOST ACCURATE. WHILE THE WAR 
AND NAvy DEPARTMENTS ARE FOR- 
WARDING 21 FAVORITE MAGAZINES TO 
SERVICEMEN WITHOUT ADVERTISING 
AND ALL OFFICIAL PUBLICATIONS ARE 


REACHING OUR BOYS OVERSEAS WITH- | 


OUT DISPLAY SPACE THERE IS ONE 
PUBLICATION WITH A QUASI-OFFICIAL 
STATUS THAT MANAGES TO DIS- 
TRIBUTE 
TWICE A MONTH. THIS PUBLICATION, 
OFTTIMES CALLED ‘“‘THE ENLISTED 
MAN’s BIBLE,”’ 


“Our NAvy.” 
AS A RESULT OF MR. COHEN’S 
TIMELY ARTICLE TWO OF OUR AD- 


VERTISERS WANT AN EXPLANATION 


IS THE 48-YEAR-OLD | 


135,000 COPIES OVERSEAS | 


OR CANCELLATION OF THEIR CON-| 


TRACTS. I WOULD SUGGEST THAT 
“VOICE OF THE ADVERTISER” 


CARRY | 


This department is a reader’s forum. Letters are welcome. 


SUITABLE CLARIFICATION OF THE ONE 
MAGAZINE THAT WAS OMITTED. 
PAuL R. WATSON, 
Publisher, Our Navy, Brook- 
lyn, N. Y. 


v 


BBDO Handles Account 


To the Editor: I just had my 
attention called to the reproduc- 
tion of the Kool Penguin color 
page advertisement on Page 59 of 
your Nov. 6 issue. 

I am sure your editor of this 
page overlooked the fact that 
Kools is handled by BBDO, and 
has been handled by BBDO since 
its inception. For your informa- 
tion, Russel M. Seeds Company 
handles the radio advertising of 
Brown & Williamson and is cur- 
rently doing some space advertis- 
ing for Raleigh cigarets based on 
the radio commercial idea devel- 
oped by them. 


For this particular campaign 


they run in western 
and we cover 
the United States with a separate 
campaign. Otherwise, BBDO han- 
dles all space advertising for 
Brown & Williamson. 
Gero. F. GOUGE 
Batten, Barton, Durstine 
Osborn, New York. 


v v ¥ 
Calls Political Show 
‘Cheap and Disgusting’ 
To the Editor: My, oh my, but 
Ted Patrick must bruise easily! 


newspapers 


& 


he registered as a 


the eastern half of | 
|gone days. 


,of a sideshow barker? 


Roosevelt’s picture being used in| 


connection with Fisk’s 
“Time to Retire.” 

If he considers that in bad taste, 
what about the Barnum 
| Bailey broadcast which went over 
| the air in behalf of President 
| Roosevelt on the night before elec- 
ition? To me, it was a cheap and 


+ PORCUS pays check 


Porcus: Why fight about who’s going to pay the bill. I’m 
taking care of that. 


of the profits your companies earn. 


Ady. Mgr.: Preposterous ... who ever heard of a dish paying 
for the privilege of being eaten? 


Porcus: You overlook the fact that I’m not just an ordinary 
pig—I’m a product of Iowa. I represent the stabilized 

wealth of one of the 20 biggest cities in the land. 
Wealth that contributes an important share 


slogan: | 


and | 


I am referring to the complaint | 14 years. 


result of Mr. | 


Advertising Age, 


disgusting exhibition. After all, 
the presidency of the United | 
States is (or should I say ‘“was’’?) 
a position of dignity, commanding 
the respect and admiration of 
every American citizen. Ted Pat- 
rick and his colleagues reduced it 
to an all-time low with their bur- 
lesque production which rivalled | 
the medicine man’s pitch of by-’ 
How did they ever 
overlook W. C. Fields in the role 
He would | 
have: completed the act! 

This is not one man’s opinion. 
I have heard Democrats, as well as | 
Republicans, register their disap- 
proval. As one man commented: 
“If that’s the way to get votes, 
then we advertising men must re- 
vise our estimate of the average 
mentality in this country. It’s not) 
It’s zero!” 

WILLIAM R. HEMRICH, 

Sales Promotion Manager, 


Visking Corporation, Chicago. 
v v v 
An Accident? 
To the Editor: We wonder 


whether you will like the grouping | 
of these advertisements as much | 
as we did. “There is a difference 
you can feel—back of it all.” 

This was taken out of the cur- | 
rent issue of Cosmopolitan. 

We wondered whether it was/| 
accidental or did the layout man 
have a perverted sense of humor— 
like ours? 

EDWARD HUPPERT, 
D&H Distributing 
Baltimore, Md. 


Manager, 
Company, 
To the Editor: Ohhhh, Brother! 
The Cosmopolitan touch in make- 


| up. 


| 


Borrowing from  Telegrapher 


| Morse, “What hath God wrought?” 
CHARLES GRESSLE, 
Geyer, Cornell & Newell, Inc., 
New York. 
¥ v 
Writer Offers Direct 
Job Help to GI's 
To the Editor: There are so 
many plans afoot to rehabilitate | 


the returned serviceman and to set 
up agencies to find him jobs that 
it has occurred to me that I might 
make a personal contribution to 
this cause. 

While the laying of elaborate re- 
habilitation plans is an admirable 
start in the right direction I feel 
that I may perform a more per- 
sonal, direct and down - to - earth 
service for the returning service- 
man by offering him whatever tal- 
ent, experience and ability to help 
him solve his individual problem 
of finding employment. 

Here is a FREE offer I make to 
any serviceman (now in the serv- 
ices or recently mustered out) | 


| who wishes to avail himself of the 
| service: 


November 20, 1444 
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THAT MAKE-UP MAN—Two AA read. 
ers teamed up to send in this example 
last week of the make-up man’s art. 


| for 


| the serviceman, 
I will write a letter of applica- | 


tion, or a_ series of letters, if 
needed, to be mailed to employe 
in the section of the country where 
the serviceman wishes to make |! 
home. 

The letter, or series, will be de- 
signed to arrange interviews with 
employers and to qualify those 
employers who may need the ex- 
perience and qualifications that the 
particular serviceman has. 


By using this letter, or series, 
the returned serviceman Cal 
quickly cover as many employers 
as he can find names of, in one 
fell swoop. In this way he can 


more quickly contact all available 
sources of employment and pres- 
ent his qualifications in an at- 
tractive manner. 

Where practical I will be glad to 


help him select the names and 
addresses of prospective employ- 
| ers 

Any serviceman or ex-service- 
man who wishes to avail himsel! 


of this free service has but to write 
me, asking for a copy of a quali- 
fication inventory blank which 
being prepared and will be ready 
mailing out soon. 

This blank is simply a questi 
naire which, when filled out 
will provide 
information about 


n- 

DY 
me 
his 


with the 


Read why 


Leading Advertisers send 
their Kodachromes 
to Hollywood 


We service Sunkist, T W A, Cole of California, Four Roses, 

Armstrong Cork, Consolidated Steel, Boeing, North American, 

Douglas, Lockheed, Meredith Publishing, Foote, Cone & Belding 
.. to name a few. 


Our customers like Chromart Prints better than Kodachrome 
Films as copy for platemaking because .. . 


Marketwise Iowa is a city’ because 
es Moines Register and Tribune covers 
709 of all the consumers, retailers and 
wholesalers in the state. Saleswise, it’s one of 
the first 20 cities because its income, popula- 
tion and purchases make it that! 


Porcus: 
e 
over 


Ady. Mgr.: Pig, you talk as if you came from 
Los Angeles. There’s no city in Iowa big 


enough to rate among the first 20. 


1) Engravers, harassed by shortages in men and materials, are 
on sure ground with fine “flat copy” such as Chromarts 


Ace’t Ex: Wait a minute, Porcus here is right. 


Of course I am! 


Porcus 


2) Chromart Prints can be displayed, okayed, pasted into art 
work, airbrushed for last-minute changes. 


Our customers send us their finished Kodachromes because, they 
tell us, nowhere else can they obtain color prints fine enough t 
serve as artcopy for the making of top-quality printing plates 
Chromarts from $44. Investigate! 


PHOTOCHROME | 


837 North Fairfax Avenue _—_ Hollywood 46, Cal. 


Metropolitan \owa- 
coveree THE DES MOINES REGISTER anv TRIBUNE | 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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qa icone ge gg oo agg a Aircraft Accessories Libby Promotes Gay LeTourneau Appoints Payne Appoints Katz 
: 1 for him. Names Erwin, Wasey = E. Gay has been appointed| Advertising Heads . Payne seks. Company, Bronkiva. 
“. ou think this idea might be : : _|sales manager of the Hartford 3 as appointed Josep atz Com- 
. bh in finding jobs for return- wg poe og oe branch of Libby, McNeill & Libby, G ee > [dg ee “~ Joseph pany, New York, to handle adver- 
ing ‘rvicemen I will appreciate pointed Erwin Wiens & Co tee ee S. H. Dodd, ~ has valid afivertisiaz saninaae pe ae pal oe 6S eee 
you giving it circulation among : e eget join e company’s icago eh whe we . accessories, 
yol ae of ver publication. York, its agency, effective Jan. 1, office. assistant advertising manager re- 
the ci ® teen a. Plans are — — to spectively of R. G. LeTourneau, 
: )» include magazines and trade jour- Inc., Peoria, Ill., manufacturer of iia a 
32 S. Isbell, Howell, Mich. | nals. Nedbeun Anwelsied ate intes Gauement MULTIGRAPHING—FILLING-IN 
Easy? a le ge ie a acagge 7 Both men have been members| ADDRESSING — MIMEOGRAPHING 
Ta: ng It asy Kansas os and Marken, Cal., ae aoe gg . of LeTourneau’s advertising de- 
. the Editor: In the Ad-lib-|makes military an industrial | 0 » Focnester, N. ¥., has| partment for several years. Mr. 
at olumn of your Nov. 13 issue radio. equipment as well as hy-| been appointed radio advertising | Weyeneth succeeds George C. Mc- THE LETTER SHOP, Inc. 
vou report about the “Missing|draulic actuating equipment and/ consultant for Twentieth Century-| Nutt, advertising manager — since | 481 8. Dearborn St., Chicago Wab. 8656 
| var and tell of a union member | Power brakes. Fox Film Corporation, New York.| 1935, who has resigned. 
phor ag to complain about work- 
7 ing painter 24 hours. 
pu 1 vonder if any of your other 
read Ss found it significant that 
the anion member saw nothing 
ynus al in a painter sitting in the 
same position, in the same spot for 
and with his brush stationary all roblems 
day p con 
; Moriz M. Dreyrus, st new , and nds 
Philadelphia. se 4 ho ninatim “wed deP ple: 
OM, 9 v4 -.¢ ork are pgamPr” 
‘s Mi lled ‘ bd servi lems“. For? 
I's Misspe | on piles oe ge pro ns job 
To the Editor: I note this head- we c 4, g gd es 
by line on an item in your Nov. 13 factur’ : il many qvertisi™ 
issue. “Mangan & Eckland Form mant H antl 
Pubicity, Design Firm.” mers "a aay ¢ P 
Coming of age, perhaps? ; a 
Byron KEATING large!’ eat vv 
Byron Keating Company, Ter- x10 
race Park, O. ri \ S 
i : oO et 
read- [When It’s Not Pouring . WN ors 
ample Hi To the Editor: ’Stoo bad that a mney 
om Life doesn’t have a Lee Eitingon nd a) xe 
— read its proofs. But, after all, one a wre S on 
rs... if can’t expect that “this method of Cc pe f\ek nes 
oye checking and double-checking is Se \\St eelo cing, 
vhere what gives Life’s photographic € Kore A) esi 
< essays and reports their true flavor ye anes ’ 9 av 
and authenticity” (see full-page | 0 ene puss ite 
e de ad in ADVERTISING AcE, Oct. 30, aay a 
with 81944) will apply to mere copy- i) 
those writing! 
e ex- Why my amusement and conse- 
at the quent “Letter to the Editor’? Well, 
Life apologetically remarks in the 
series, subheading to this ad: “Some- 
n can times, even Life makes a mistake” 
loyers . and continues: “But such 
n one things rarely happen, thanks to 
e can people like Life Researcher Lee 
‘ilable Eitingon.” 
pres- Yet Life flagrantly states: “In- 
n at- stead of sitting in the proverbial 
library pouring over volumes of 
lad t statistics,” etc. What’s she pour- 
5 an ing, Mr. Editor? Coals of abuse 
ploy on the head of the poor typogra- 
pher whose negligent proofreader 
rvice- J§makes a Mrs. Malaprop out of the 
imself copywriter? ' 
» write Davin M. HaAusporrr, 
quali- Copy Workshop, New York. | 
ucn is a | 
ready @Admiral Corporation | 
stion- g0 Use Painted Boards 
ut by With the copy theme “Predic- 
je me #!ons of Good Things to Come,” 
it his §§Admiral Corporation, Chicago, is 
——— Manning a campaign using out- 
— © oor painted bulletins in large 
a, metropolitan areas during 1945. 
The boards will portray latest de- 
Nelopments in Admiral’s line of 
radios, refrigerators and household 
utilities. Cruttenden-Eger Adver- 
Using Agency, Chicago, handles 
the ac count. 
S, 
Nn, 
1g 
ne 
re 
ts 
rt 
e} This advertisement, prepared by the Bureau of Advertising, A. N. P. A. is published by The Oregon Journal, Portland, in the interest of all newspapers 
tt 
es Sli To Women While ‘ 
rey’re Young \ j | 
Pub by GERL SCOUTS 1 | 
% ith Street, New York 19 FA 
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Buyers in Chicago 
Market Jump 30°, 


The number of buyers for retail 
stores who shopped the Chicago 
market 
the average number from 
1935-39, according to a pamphlet 
distributed to retailers by the Chi- 
cago Association of Commerce. 

Advantages of the Chicago mar- 
ket, such as geographical location, 
speedy delivery and the wide line 
of merchandise offered by manu- 
facturers are listed in the pamph- | 


over 


let. 


1943 increased 30% | 


| 


AUTOMOTIVE DIGEST 


Cincinnati 


AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its get Cover this market 
thoroughly with 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


| fighters. 
| Hundreds 


Automotive Digest. 


| Surplus Aircraft Head for 


‘Debit Side of U. S. Ledger 
Washington, 
| pears that Uncle Sam must inevi- 
'tably take a financial beating on 
| the thousands of aircraft that will 


Nov. 


be on his hands when the war 
| ends, for Surplus Property sales- 
| men have come up against a blank 
wall in searching for a useful fu- 
| ture for the big bombers and fast 


have already been snapped up by 
the air-minded. Eventually, how- 
ever, there will be thousands of 
|brand new military craft in the 
| surplus stocks, for when the war 
}ends production must be brought 
| to a stop slowly, and there will be 
|large reserves of new planes in 
10. Ohio | depots or enroute to the front. 

‘ Even if there were a market for 


By STANLEY E. COHEN, Washington Editor 


the war rank as the best possible 
market, though they could not pay 
| the premium prices Uncle Sam has 
| put into the equipment. Another 
idea is to dismantle planes and sell 
the parts, many of which have 
substantial use in industry, the 
home and farm. There apparently 


16.—It ap- 


years to come. 


plus. sales chief, 


warns that 


training planes} }0 involved.” 


| these military models, the govern- 
ment would have to consider the 
effect of the sales on an aircraft 
industry that will be struggling for 
orders, for sale of the government’s 
planes might stop production for 


In his final report to the White 
House this week, the retiring sur- 
Will 
“it is of the utmost 
importance to prepare the public 
mind for the cash losses that will 
He is particularly 
worried about any movement to 
have the government hold the 
planes as a security reserve, for 
he believes that retention of planes 


junk pile. 
% co 
Snag: Now that the Nazis have 
insisted on a fight to the finish in 
Europe, many long-range plans 


astray. Probably one of the most 
conspicuous is the 6th War Loan 
newspaper ad with the slogan, 
“Next, Japan.” Sixth War Loan 
ads were written in September 
when the going was better in Eu- 
rope. Radio people, somewhat 
amused at the difficulties resulting 
from newspaper ads that are pre- 
pared so long in advance, point to 
the radio fact sheet which advises 
that there is still a tough job ahead 
in Europe. Orders from daily pa- 


Clayton, 


20% ahead of the 5th. Makeshift: 


al 


STILL Public Job No.1 


NE of the most crucial battles on 
the home front still goes on — 
the battle for paper. 


Your Uncle Sam is in a spot. He 
needs 8,000,000 tons this year. And 
he is not getting them. 


There is still time — it you will help. 
Our armed forces use paper for more 


than 700,000 items. It is being used 


up at a faster rate than ever before. 


That’s why all your old newspapers, 
magazines, cartons, fiberboard, bags 
and wrapping paper are needed — 


right down to the last ounce. 


The American Legion is in the fight 


to salvage paper. The Boy Scouts, 
Girl Scouts, Brownies, school and 
city groups are working hard. 


But the answer is still up to you— 
100,000,000 plain citizens who can 
put this drive over the top if you'll 
just get busy. 


Save every scrap of paper, paperboard 
or cardboard you can get your hands 
on. Bundle it for the collectors. Then, 
if there is no regular collection where 
you live, phone the American Legion, 
the Scouts or the City. Be sure your 
weekly bundle is collected. 


Urge your neighbors to do the same. 


PAPER 


COMPANY 


EXECUTIVE OFFICES: 
230 Park Avenue, New York17,N.Y. 
MILLS at Rumford, Maine and 
West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Illinois 


Advertising Age, November 20 jg4; 


will still be plenty left for the| 


that were made last fall have gone | 


t . pers for 6th War Loan mats lag| 
built for this war would create a| behind earlier drives; weeklies are 
false sense of security. 

Studies continue, but at present| Unwilling to rush a price for new 
the 30,000 schools and colleges that! vacuum cleaners, and afraid to de- 
will want aircraft equipment after! lay production which has been 


| If your sales manager wonder: 


j 
| 
| 
| 
| 
! 
| 


| 


| 
| 
| 
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Save Coal— and Serve America 
COLD REMEDY—Chesapeake & Ohi, 


| Lines has launched a coal-conservation T 
| campaign in dailies and weeklies in on. Mm | 
line cities and in industrial center; hav 
throughout the East and Midwest Mm '’° 
Copy points out that "one of C & 0; 000 
biggest jobs is carrying coal, so we're im 
in a position to understand the prob. Mm 
lem." Series will continue through aga 
December. Kenyon & Eckhardt, New Mm J® 
York, is the agency. sich 
Pep 
authorized, OPA is suggesting that i wag 
/manufacturers take orders now on Sen 
, the basis of a ceiling price to bef mit 
; announced later. Hea 
* * & hot 
| People: Commander Alfred Stan- > 
|ford, who climaxed two years of MS" 
service overseas by participating in Pe 
|the Normandy landing, has gon eq! 
on the Navy inactive list in orde will 
| to assist Chester Bowles as deputy 
_OPA administrator in charge off C 


information. Commander Stanford 
|is on leave as vice-president of 
|Compton Advertising, New York 
| Before his release by the Navy, he 
| was decorated with the Legion of 
;Honor by Admiral Harold H 
| Stark, commander of U. S. naval 
forces in European waters. At 
| OWI, genial Neil Dalton, of the 
| Louisville Courier-Journal and 
Times, has replaced George Heal) 
Jr. as chief of domestic operations 
| Also Sam Dalsimer has returned 
| to Cecil & Presbrey after serving 
| as OWI liaison with OPA for more 
than a year. Richard Mathewso1 
| has taken on Dalsimer’s campaigns 
| for OPA in addition to fuel con- 
, servation and a new Army-Navy 
overseas mail drive, which com- 
_bines V-Mail and “better letters 
} + a ne 

| On-the-Limb-Dept.: Renegotia- 
| tion will be extended well into 
/next year by Presidential order 
Don’t be surprised if Congress }s 
|asked to keep the program aliv 
beyond the June 30 deadline 


The Mystery 
of the 
Missing 40% 


why he isn't getting full vale 
from the rich Tampa-St. Peter 
burg market, maybe it's b« 
cause your advertising schedu 
does not include St. Peter 
burg newspapers. St. Peter 
burg represents 40% of th 
income and retail sales of th 
Tampa - St. Petersburg marke 
Yet no Tampa pewspaper h 
as much as 300 average dai 
circulation in «St. Petersbur 
Work both sides of Tame 
Bay. Use St. Petersburg new 
papers, too. 


ST PETERSBURG NEWSPAPERS SE 
S er un y Independent 


JACKSONVILLE FLA + 


Vv.) OBENAS 
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T is; Commerce Dept. is taking; Commission ruling prohibiting the | Form Art Associates 
re and more leg work for the! use of well known foreign brand | 


yet agencies in the foreign|names on perfumes compounded | 
Barring some shakeup, such | by agents of the foreign firms here, 
appointment of Henry Wal-| unless the advertising conspicu- 


r others of New Deal lineage 
lace Jesse Jones, that agency 
and coming. Appointment of 
vy Dealer would scare away 
' ss support, however. Rumor: 
Cav ot off guard, an informed 
Tre ury official blurted out a hint 
that ornest Olrich, who has done 
f: - job in setting up machinery 
for airplus consumer goods sales, 
will -o back to Munsingwear Dec. 
| ashington Specialty of the 
Guessing F. D. R. cabinet 
shif. and agency appointments. 
‘ loving cup for most signifi- 
ant contributions: To the Wash- 


a 


1 


ingt. Post for suggesting that Mr. | 


velt revitalize the cabinet by 
shifting 77-year-old Henry Stim- 
son (o the State Department. 

* aK * 


Thought: Here’s an explanation 
{ the cigaret shortage which we 
haven't seen anywhere else. Be- 
tween Sept. 15 and Oct. 15, 50,000,- 
000 Christmas packages were 
shipped to men overseas. If each 
contained only one package of 
cdgarets it would mean that fight- 
ng men, at least, could have a 
few. Stir: The town’s lobbyists are 
vicking sides for hearings on the 
Pepper 65c-an-hour minimum 
wage bill which comes before the 
Senate education and labor com- 
mittee this weekend. Gesture: 
Hearings which may be called 
shortly on the St. Lawrence Water- 
way proposal are not taken too 
seriously. The committee is ex- 
pected to decide that the project 
equires a treaty with Canada, and 


will probably not report the bill. | 
ok ok ae | 


Confirmation: Fuel Czar Ickes 
backs up our statement of last 
week that household fuel oil ra- 
tions will not be 


ports notwithstanding. Mindful 
that the East barely skimmed 


increased this | 
winter, the New York Times’ re- | 


through the winter of 1942-43, 
PAW will not increase rations 


until the transportation situation | 


improves. Regular tankers 
ailroad cars are still busy else-| 
where. Plea: Delos Walker, chair- 
man of the retailers war campaign | 
committee, telegraphed a_ special | 
plea to department stores to step | 
up support of the 6th War Loan. | 
With advertising below expecta- 
tions, and a bad season of the year | 
for selling bonds, he said special | 
efforts are urgently needed. Upset: | 
Marriages are 1,118,000 ahead of 
the schedules which Census Bu- 
eau prepared many years ago. | 
The war did it, of course, but the | 
thing that distresses Census is that 
‘te abnormal rate has continued 
nto 1943 and ’44, when men have 
een overseas. Statisticians hope- | 
july predict that the marriage | 
fate will be subnormal after V-E | 
Vay, so that the statistics on the 
‘supply of eligible single persons” 
Will return to normal. 
* * * 

Triumph: FTC won a resound- 
ing Supreme Court victory when | 
Ne highest tribunal upheld a) 


————— 


f 


P} 


ITO-ENGRAVERS 


20° North Michigan Avenue 
Chicago 1, Illinois 


| 
| 
and | 


ously states that the product has 
been made in the United States. | 
FTC also has a stipulation from 
Minnesota Brewers’ Association, | 
and its agency, David, Inc., St. | 
Paul, renouncing use of copy) 
which alleges that beer is com-| 
parable to or the equivalent of | 
bread in nutritional value. The} 
association is composed of 13 | 
brewers. 


Spiegel Names Straus 

F. William Plumer and staff,;) James I. D. Straus, with Spiegel, 
Chicago creative advertising artist,| Inc., Chicago, since 1942 on the 
has formed Art Associates, with| market research staff, has been ap- 
offices at 221 N. La Salle St.| pointed head of the market re- 
Charles E. Shepard, Chicago art! search department. 
director, has joined the organiza- | 
tion. 


Beebe to Colton | 
° Beebe Brothers Rubber Com- 
Westinghouse Named | pany, Nashua, N. H., manufacturer 
Westinghouse Electric Supply | of rubber soles and heels, has ap- | 
Company, New York, has been| pointed the Boston office of Wen- | 
named New York distributor of | dell P. Colton Company to conduct | 
the new postwar line of Evenair|a campaign using shoe and leather 
space heaters. trade publications. 


| (CG) booking For A New Line? 


43 
Jewett Promoted 


A. P. Jewett, associated with the 


company for many years, has been 
appointed general sales manager 


of Provincial Paper Ltd., Toronto. 


“NS 


~ Then we have it. 


VITAMINS is the 
big ack 


profit fleld today. us D 
you a good Multi-Vitamin or B 
Complex formula, under your own label. We 
ean handle a few more good accounts. Write 
today for complete information. 


THE GIBSON COMPANY fitsen Bullfine 


TH 


E BIG RiGHT si 


... 6nd we DO mean BIG! 


Because ... Oklahoma has 6,619 grocery stores! 
(59% or 3,922 of them ere on the RIGHT side.) 


While... .. Total grocery sales im Oklahoma (1943) were $188,102,000. _ 
(Almost $98,000,000 of those sales were on the RIGHT side.) 


Now...... Every advertiser of grocery products wants to reach the great 
lowest. possible cost, with HIS. <2 


est number of people, at the 
advertising, 


So........We bring to your attention the fect that Tulsa's TWO domi- 
nont newspapers are read by 43% of ALL the families who 


live on the RIGHT side of Okiahome. 


And ...... These TWO newspapers con give you 24-hour coverage 
this rich RIGHT side morket at ONE LOW COST. 


THE RIGHT Sipe FoR YOUR aApvERTISING! 


$98,000,000 
Grocery Sales 


DE 


TULSA WORLD 


Ott CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED MATIONALLY BY @ THE BEANHAM CO. 
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European Trade 
Improves; Foods 


Off Control List 


Washington, Nov. 15. — Trade 
with liberated and friendly coun- 
tries is being reestablished as 
rapidly as shipping and security 
conditions dictate, FEA and other 


Architectural men 
turn first to Pencil 
Points tor Propuct 
INFORMATION. 
PROOF: They send 3,000 
inquiries a month for 
manutacturers’ product 
literature. 

MORAL — for advertising 
results, use 


Pencil Points 


The Magazine of Progressive Architecture 


,interested government 
| agree, and postal service with the 
| European continent 
|opened as soon as transportation 
/is available. 


agencies 


is being re- 


Trade with Latin America and 
Africa is already handled almost 
entirely through normal trade 
channels, although the shipping 
problem and other conditions con- 
tinue to cause additional difficul- 
ties. 

The U. S. Commercial Company, 
an FEA subsidiary, is handling 
trade with Italy at this time. Re- 
cently $1,200,000 worth of Italian 
products, largely materials of value 
to the war effort, were brought 
here in three shipments. These 
shipments are distributed on an 
equitable basis among importers 
for disposal in the open market, 
FEA explains. 

During the past fortnight, 53 
food products were removed from 
the import control list, so that im- 
porters would be free to bring 
them into the country when ship- 
ping can be arranged. 

The Treasury has lifted re- 
strictions on commercial and busi- 
ness communication with liberated 
France, though again limited 
transportation prevents extensive 


exchange of merchandise, or over- 
seas visits by representatives of 
American firms. 

Limited mail service has been 
reestablished with Switzerland, 
and non-commercial parcel post 
shipments may be sent there. 
Bank statements, commercial rec- 
ords, legal notices and other papers 
involving French firms may now 
be freely exchanged between 
French and American banks. 


Heads Association 

Wesley Hardenbergh, president 
of American Meat Institute, Chi- 
cago, has been elected president of 
the American Trade Association 
Executives. 


Harris-Seybold-Potter 


Boosts Mitchell, Harris 

R. V. Mitchell, president of 
Harris-Seybold-Potter Company, 
Chicago, for 22 years, has been ad- 
vanced to chairman of the board 
and head of the executive com- 
mittee. A. Stull Harris, leader in 
the development of rotary offset 
lithographic machinery, and son of 
the firm’s founder, succeeds Mr. 
Mitchell as president. He has been 
with the company 31 years. 


“Data books tell you who could listen. Thistle- 


- e ee 
waite=-F&P can tell you who does listen! 
Try as you may, it’s pretty tough to sit in an 
office on Park or Michigan or Meridian Ave- 
nue and figure out station values from data REPRESENTATIVES: 
. . WGR-WKB BUFFALO 
books. It takes more intimate knowledge WKY" CINCINNATI 
than that. F&P has the knowledge from an Wish INDIANAPOLIS 
average of seven years’ contact with each of WAVE |...“ COUISVILLE 
“our” stations—from dozens of trips to the wMBD PEORIA 
scene—from personal study of each station’s eNO 
market, management, methods and person- woe. DAVENPORT |_| 
. KMA SHENANDOAH 
ality. SOUTHEAST 
; ; west CHARLESTON 
In other words, we believe we can give you WPTF O RALEIGH 
M s 2 WDB) ROANOKE 
that clearer picture which seems so essential SOUTHWEST 
. . KOB ALBUQUERQUE 
to the keenest time-buying. KRIS CORPUS CHRIST! 
TUL ONT AHOM A OISA 
aa PACIFIC COAST 
. KOIN PORTLAND 
KIRO SEATTLE 
~ ny FREE & PETERS. ine. “cu tice 
yy Pioneer Radio Station Representatives ee ee 


(/\ \ 


Since May, 1932 


Co 


CHICAGO: 180 N. Michigan WEW YORK: 444 Madison Ave. SAM FRANCISCO: 111 Sutter WOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Franklin 6373 


Plaza $-4130 


Sutter 4353 


Granite 3615 


Main 5667 


er 


Silver anniversary party of 


its founder, Jim Gray, now board chairman. . 


v.p. of Westinghouse, has been 
of Allegheny College. . . Tina 
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James Gray, Inc., N. Y., hon og 
. Gwilym A, P» ¢. 
appointed to the board of trus ex 
M. Palombella, of the ad staf! 5; 


Springfield, Mass., papers and Albert A. Leporati, petty officer 
will be married this month at Corpus Christie, Tex. . . 


Bill Wiemers, western manager of Farm Journal, has been 


ously ill of pneumonia at the 


Park IIl., but his friends have been cheered by the news that } 
. Gault MacGowan, war correspondent of 
New York Sun, told a group of Chicago advertising executives so 
thing of his recent experiences in France. 
luncheon at the Chicago Club, with W. T. Cresmer, Williams, L 


now out of danger. . 


rence & Cresmer, as host... 


A little matter of incorrect i 
Foote, Cone & Belding, Chicag 


a car which he thought was a taxi. Two men in it obligingly n 


Highland Park Hospital, High) 4q 


The occasion wa 4 


dentification cost L. G. Moseley 
o, dear. Recently ,he hopped 


of 
nto 
de 


room, but a couple of blocks later they removed $50, his wristwatch 
and topcoat from the adman, and invited him, with gestures, to 


leave the “cab”... 


The Boston Ad Club held a “Gold Silver Anniversary” party 
Nov. 14 for Jeanette Gold, now completing 25 years as exec. sec. 


of that club. . Incidentally, 
both Senator-elect Leverett 
Saltonstall and Governor-eleet 
Maurice Tobin of Massachusetts 
are Boston Ad Club members. 
. . Harold E. Kuttner, partner 
of Kuttner & Kuttner, Chicago, 
on leave with the Army over- 
seas, has been made a captain. 
. . Orie Wernecke, of the Chi- 
cago office of Country Gentle- 
man, now has four members 
in his seminary for girls. The 
fourth daughter, Betty Lou, 
arrived Oct. 25 and was the 
cause for much celebrating at 
Curtis. ... 

Betsey Barton’s book, “And 
Now to Live Again,” describing 
Betsey’s struggle back to self- 
sufficiency from an automobile 
accident which left her legs 
paralyzed at 16, and containing 
valuable advice for therapeutic 
treatment of disabled veterans, 


PARTY SMILE—Wm. O'Donnell, BBDO 
(right) and A. J. O'Flaherty, Sawyer- 
Ferguson-Walker, exude good cheer at 
the recent Waldorf luncheon given by 
the Atlanta Journal to tell admen 
about the newspaper's Sunday magazine. 


has been published by D. Appleton-Century. Betsey is the daughter 


of Adman Bruce Barton... 
The Philadelphia Medal of 


Merit and Citation — highest civic 


award of the Quaker City—has been awarded to John A. Stevenson, 
president of Penn Mutual Life Insurance, for his work on the six- 
man Navy manpower survey board which surveyed duties of over 


a million naval personnel... 


Herbert L. Lewis, editorial dir. and acting m. e. of the St. Paul 
Dispatch and Pioneer Press, just back from England, reports the 


critical newsprint shortage the 
news and believes it will have 


re requires severe condensation of 
a permanent effect on the style of 


English journalism ...Martin Langweiler, of the WFIL, Phila., pro- 
motion dep’t, has been promoted to coxswain in the U. S. Coast 


PROBLEM SOLVER—Highlight of the annual True Story sales meeting wi 


naming of Emily Wills, advertising m 


most in solving the problems of the True Story advertising department im 
Here she receives congratulations of Harold A. 


by paper rationing.” 
advertising director; Jim Mitcheli, 


lisher; and Carroll Rheinstrom, vice-president and general manager, of 


akeup editor, as "person who contri 


advertising manager; O. J. Elder 


fadden Publications, New York. 


Guard port security force. . 
mind-reading air show Nov. 15 


. When Dunninger did his stuff « 


from Chicago, trick of the ev ne 


was to describe and locate an automobile which Judges Irene C ‘“ 


McLaughlin, Charles Luckman 
somewhere in the city. . . 


and Attilio Baggiore had h ‘& 


James M. Mosely, president, Mosely Selective List Service, 
ton, is mentioned in a recent Post article, ““‘They’ve Got You 
List,” as a list broker playing an active part in advancin;: 


standards of mailers, list owners and list brokers. 


publisher of Reporter of Direct 


.. Henry |} *¢: 
Mail Advertising, is commend 


his battle against enemy mail propaganda sent out under fre ™ 
postage by members of Congress. . . 


W. J. Fitzpatrick, western ma 


representative, is not superstitious. 


nager for DeLisser, Inc., news 
He regards the arrival « 


third daughter in Chicago on Monday, Nov. 13, as a good omé 
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¢ -vey Sources 
tlined in New 
mmerce Report 


y shington, Nov. 15.—A key to 
«ou os of information valuable in 
the oreparation of a commercial 
a ustrial survey may be found 
i. special “outline on making 
“ir vs’ which the Department of 
Cop verce has recently completed, 
nc 6jaced on sale with the Super- 
inte ent of Documents here. 

R. oresenting the second revision 
of 2 Jamphilet first issued in 1931, 
the urvey gives a brief descrip- 
tion of the procedure for setting 
yp « study, then devotes 30 pages 
to a outline which lists each of 
the mportant types of informa- 
tion ised in community and com- 
merc al surveys, and the govern- 
ment or private sources where the 
nformation may be found. 

In preparing a survey, the de- 
partment stresses the need for 
thorough understanding of the 
purpose of the project; competent 
personnel for directing the work; 
“a job analysis” by the staff to 
gssure agreement on scope of the 
york: investigation to determine 
now much of the information has 
already been assembled; collection 
of data; systematic filing and as- 
sembly. 

The pamphlet provides sources 
for material dealing with 29 major 
topics, including power, popula- 
tion, labor situation, consumer 
purchasing power, wholesale and 
retail trade, newspapers and radio 
stations, industrial and commer- 
cial associations. 

Under “buying habits of local 
consumers,” for instance, it men- 
tions as source “Credit Sales and 
Receivables,” a Bureau of the Cen- 
sus publication available from the 
Superintendent of Documents, 
vhich gives the proportion of cash 
purchases to total purchases for 
each community. Other references 
nclude “Market Habits, Buying 
Habits and Brand Preferences of 
Consumers in 16 Cities, 1938,” 
available from Scripps - Howard 
Newspapers, New York. 

The last part of the book is a 
brief guide to the files of the 
Superintendent of Documents, and 
alist of Department of Commerce 
directories of interest to persons 
preparing surveys. The pamphlet, 
prepared by the small business 
unit under Dr. Wilfred White, may 
be had from the Superintendent of 
Documents for 10c. 


To Visual Training 


Elmer L. Sylvester, formerly 
Detroit manager of Ladies’ Home 
Journal, and previousy publica- 
tion manager of B. C. Forbes Pub- 
lishing Company, has joined the 
sales and contact staff of Visual 
Training Corporation, Detroit, as 
marketing counsellor. 


the’ CATCHERS 


MOE PULL FROM ADS 


T! picture that reaches out and grabs 
t e quickly guarantees a flying start 
profitable ceseiite. That’s our job! 
i hundred new photo subjects on 
‘ every month .. . all situations 
ypes of business . . . all permeated 
Newest techniques . 
newest photography. If you have 
n the creative pie of Sales Pro- 
YE*CATCHERS will make your 
. and at $5 a month it can be 
into any budget. Write now for 
fs No. 101 and details of sub- 

. No obligations. 


ia CATCHERS, Inc. 


10 E. 38th St. 
New York City 


. newest | 


ee es 


WOR Appoints Tyler 


Station WOR has appointed 
M. L. Tyler, of M. L. Tyler Com- 
pany, Boston, as its sales repre- 
sentative in five New England 
states, Maine, Vermont, Massa- 
chusetts, Rhode Island and New 
Hampshire. Mr. Tyler is New 
England representative of the New 
York Herald Tribune. 


NRDGA Offers Ad Course 


Basic facts of advertising pro- 
duction and display, together with 
radio advertising technique, are 


included in a course in retail ad- 
vertising which the National Re- 
tail Dry Goods Association has 
made available to disabled service- 
men in rehabilitation centers 
throughout the country. 


Ben Morris Appointed 


Ben Morris has been appointed 
promotion manager of Electronic 
Industries and Radio & Television 
Retailing, both Caldwell-Clements 
publications, New York. He will 
direct sales promotion, market re- 
search and copy service. 


Journal, 


ers. 


Plaza Names Agency 

New York, has/| 
named Needham & Grohman, Inc., 
New York, as its agency, effective 
Dec. 1. 


Plaza Hotel, 


Pacific Coast Dairy 
Journal Published 


issue of Western 
Pacific Coast trade pub- 
lication for the dairy industry, has 
been distributed to produce-dis- 
tributors, dairy farmers and breed- 
is published | 


First 


The magazine 


45 


monthly at Los Angeles by Nelson 
R. Crow, also editor and publisher 
|of Western Livestock Journal. 
Herman C. Schimpff is advertising 
manager. 


SIMPSON- REILLY, irae 
~ Publishers Representatives < 
SINCE 1928 é 


LOS ANGELES 
GARFIELD BLDG, a 


Dairy 


SAN FRANCISCO 
_ RUSS BLDG. 


Hanging Up a New Record 


1. Retail sales 


ever, $41,067,869,50. 


x Postal receipts, highest 
in history. Substantial increase 


over 1943. 


111,00 


in Winne- 
bago County (Rockford ), first 
six months of 1944, highest 


2. 


Metropolitan 
Population 


1. Retail Sales 


Postal Receipts 


Bank Deposits 
Building Permits 


377,85 


ROCKFORD MORNING STAR .. 


: 
*. 


3. Bank deposits, 20.83% 
increase Over corresponding 
period in 1943 according to 
last report. 


4 Building permits, highest 
in state outside of Chicago, 
for month of August. 


A. B. C. City and 
Retail Trading Zone 


ROCKFORD ‘REGISTER - REPUBLIC 


Ruth Hanna 


Sj 


mms, Publisher 
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Arbuckle Directs 
Planned Kitchens 
for Westinghouse 


Pittsburgh, Nov. 
Arbuckle has been appointed man- 
ager of the home building depart- 
ment, under T. J. Newcomb, sales 
manager of the Westinghouse 
electric appliance division, Mans- 
field, O. Mr. Arbuckle will de- 
velop a merchandising program on 
planned kitchens and _ laundries 
for homes and apartments and will 
expand the company’s activities on 
major appliances in the multiple | 
housing field. He has been with| 
Westinghouse since 1935. 

Westinghouse, he said, has de- 
veloped a “three-center formula 
for kitchen planning. This calls 
for a refrigeration and preparation 
center, sink and dishwashing cen- 
ter, and range and serving center. 
We are now planning new com- 
plete kitchen units” to be sold by 
Westinghouse dealers after the 
war. 

David M. Salsbury has _ been 
elected vice-president and general 


16.— W. Ross} 


manager of the Westinghouse | 
Electric Supply Company and vice- | 


president of Westinghouse Electric | 


& Mfg. Company. Recently he has 
been general manager of the sup- 
ply company, at New 
normal times this company sells 
about $125,000,000 annually of 
home appliances through retailers 
and apparatus and supplies di- 
rectly to customers. 

W. O. 
pointed manager of the Westing- 
house electric appliance division 
works, East Springfield, Mass., a 
post he relinquished in April, 1943, 
to become manager of the Canton, 
O., ordnance division. 


Restrain ‘Monopole’ Use 

Federal Judge Robert A. Inch 
of New York has signed a consent 
injunction permanently restrain- 
ing Acme Wines, Inc., from using 
the trademark Monopole on its 
labeling. The order was obtained 
by Champagne Heidsieck & Co. 
Monopole of Rheims, France. 
whose distributing agency in this 
country is Park & Tilford Import 
Corporation. The French concern 
has produced Dry Monopole cham- 
pagne for many years. 


“SHE’S DREAMING OF A 
RED ROADSTER...” 


As millions of other Americans are, she’s looking forward to 
the day when she'll again be swinging down the carefree high- 


ways of peacetime America . 


Now’s the time for you to be getting ready for that day 
... that rich selling opportunity 


with LEE LARSON HIGHWAY DISPLAYS. 


@ A complete service, from sparkling ideas to fin- 
ished installation and maintenance. 


@ Any size, type, quantity, on rental basis. 


@ National coverage. 


@ Notably successful background in the service of 
variety of LEE LARSON clients ... from 
automobiles to beverages to insurance. 


a wide 


Early consultation strongly recommended, in view of manpower and 
material situation. Representative will gladly call on you. 


LEE LARSON & 


ESTABLISHED 1929 ©®© WAUKESHA, WISCONSIN 


..in a slick new motor car. 


for your product... 


Ask us now. 


co. 


York. In|} 


Lippman has been reap-| 


Advertising Age, November 20, 


NOVEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1944 — ——1943———_, -—— 1944—_, r——-194 
| Pages Lines Pages Lines Pages Lines Pages 
| GENERAL Screenland Unit ...... 43.4 18,618 35.4 
Ace Fiction Group 7.2 1,780 9.9 2,101 Screen Romances 66.6 28,598 53.1 
*+American Magazine. 75.3 31,635 72.3 31,045 re errr 2 22.3 9,465 14.4 
American Forests 14.3 6,020 8.0 3,360 *Seventeen yr: 50.9 34,594 “$ 
American Home 48.7 30,788 $1.7 26,335 True ¢ ‘onfessions (F). 69.5 29,820 56.8 
American Legion 24.1 10,360 24.3 10,432 True Experiences 
Asia & the Americas 2.8 ,214 1.9 820 fF re ice eas £5.8 19,628 45.7 
Better Homes & True Love & Romance 
POS re Te 52.2 33,000 50.7 32,040 Cee. whenda«ns eee ain $5.0 19,299 45 
*Christian He rald id 2.9 18,036 24.6 10,552 True Romances ...... 47.8 20,496 44.6 
Cee. were ce eased 34.2 23,255 11.9 8,113 True Story 82.4 35,360 67.7 
PRE, xs an 6 cy ees 7.3 1997 3.2 2.176 | Vogue (2 iseues). ihn ee 217.1 137,233 199.2 
;}Cosmopolitan...... 83.8 35,970 92.7 39,786 | Woman’s Day ........ 8.9 20,964 41.3 
| Dell Detective Group.. 24.6 10,572 15.6 6,798 Woman’s Home 
}Dun’s Review ..... 37.6 16,144 19.5 8,349 Companion 76.0 51,694 76.5 
OM gc. 2 .. 616.3 7,015 15.0 6.435. | aon — -— 
| Esquire (Natl. nae are 98.5 66,206 100.0 67,169 | Total Group ......«..2,434,1 1,203, 354 2;052.8 1 
a eS a ere 14.8 10,221 15.2 10,573 STANDARD 
Bog ee ee ee 181.5 114,708 179.0 113,128 American Mercury ... 9.5 1,729 8.3 
|Grade Teacher, The.. 25.8 11,386 16.0 7,045 | Atlantic Monthly 61.0 25,620 62.0 
| House Beautiful .... 122.4 77,363 65.3 41,285 Harper’s Magazine ... 54.4 12,93 51.9 
|House & Garden...... 87.4 55,238 46.3 29,246 | - SN 
|} Improvement Era .... 25.5 10,888 25.3 10,874 | Total Group ......3- 124.9 40,287 22.2 
se ee 25.3 324 15.3 10,438 | OUTDOOR 
Macfadden Men's Grp. 22.2 9,510 14.2 6,083 | American Rifleman ... 16.9 7,111 16.3 
Mechanix Illustrated.. 62.9 14,086 44.5 9,964 *Field & Stream...... 65.3 27,413 41.0 
*Motor Boating ...... 80.3 47,236 88.9 37,611 Fur-Fish-Game ...... 23.4 10,053 19.7 
National Geographic... 33.0 7,854 33.5 7,973 | tHunting & Fishing.. 23.9 10,043 14.7 
Nation’s Business .... 60.1 25,250 60.4 25.3866 | YOutdoor Life ........ 64.7 27,160 35.7 
Nature Magazine .... 2.9 1,224 4.5 1,926 WE cis ieee bebo s 18.2 7,629 ea.7 
Popular Mechanics ... 132.6 29,694 90.8 20,342 | re a eee 50.6 21,696 34.3 
Popular Publications. . 15.7 3,507 14:3 2.500 —_ -——- - ——— 
Popular Science ...... 144.5 32,368 91.5 20,496 | Total Group ........ 263.0 111,105 173.4 
CES gp oa ik cca kw es 58.7 25,201 42.1 18,062 | JUVENILE 
ee en eee 16.7 7,154 4.7 2,027 | tAmerican Girl ...... 12.5 5,241 8.8 
Scientific American... 13.5 5,785 12.7 5,467 gt eee 20.1 13,688 14.5 
Street & Smith Fiction | Calling All Girls ..... 23.1 8,817 9.4 
er eee ee eee 6.5 1,209 7.0 2,908 |. FORE TAEe os ce csas 10.7 4,478 7.3 
Rs 5c cee Wiaese a8 « 31.6 13,280 33.0 13,899 | +Open Road for Boys.. 14.4 6,035 11.9 
Thrilling Group ...... 18.1 4,054 20.8 4,648 | True Comics ......... 7.1 2,686 5.3 
Town & Country...... 108.1 72,646 88.4 59,425 —_ 15 <-> agen 
7 le SE Pres errr 13.5 5,795 7.6 3,314 | Total Group ........ 87.9 40,945 57.2 2 
Woodmen of the World =e 3,040 4.4 1,886 WEEKLIES—October 
cy a, aes 78.8 46,334 94.2 59,534 | tAmerican Weekly ... 84.5 84,475 53.0 10 
a —-~ iciinimnmnitictnt yaBusiness Week ..... 302.6 127,106 352.8 15 
Otel GEPOUM 6.ci8 keke 1,959.4 949,347 1,608.9 779,925 Christian Advocate ... 11.0 4,610 18.3 
WOMEN rbot) oy Ue 170.9 116,234 203.8 13 
SPT, 5 eas wees 97.0 41,613 65.1 27,928 To =e oe eee 43,185 78.8 3 
PD 8 a ve as HO 95.0 40,755 78.5 33,677 aFamily Circle 27,925 53.0 2 
Good Housekeeping .. 120.4 51,636 119.7 51,341 Forbes .........++++- 22,775 35.2 16 
| Harper’s Baseaar ...... 128.8 81,407 135.2 90,874 lhe d 36,679 28.4 
a ee 18.5 14,049 13.7 10,361 Liberty ..... 5.3 62,355 80.9 
|Household ......... 20.1 13,677 19.8 To ae. Soo 2 ee oer 306.0 208,057 284.1 193 
| Ladies’ Home Journal 99.7 67,783 100.2 G5:384 | OGM ..exte cass. 108.1 73,521 85.1 
|Mademoiselle ..... 147.7 63,349 125.3 53,768 | cNewsweek . a8 335.6 140,966 279.6 117 
oe hy Se 83.6 56,847 74.8 50,887 | tNew York Time s 
Modern Romances Magazine 127.5 108,395 103.9 103, 
6 er 67.6 29,003 50.9 21,843 aNew Yorker 212.0 90,947 287.7 12 
Modern Screen (MM).. 69.6 29,853 57.6 24,691 | CPathfinder .......... 56.4 23,694 21.9 
Motion Picture (F).. 68.7 29,468 57.9 24,853 | WE Sooke cs os 39.8 8,523 20.1 1 
BL)” eer ee 37.2 15,990 16.5 TOBE | PIC se ceeesiecsccsices 10.5 9 140 7.9 
iMovie Life ........ 39.8 17,066 30.3 12,987 | aSaturday Evening 
| Movie Show ......... 29.7 206,218 18.4 12,503 ED re eee Sas a .6 $4 @.6°6 173,374 312.5 21 
| Movie Stars Parade.... 39.8 17,066 30.3 12,903 iio | er 15,876 24.3 l 
Movie Story (F)..... 65.7 28,147 58.0 24,838 *This Week Magazine. 55,229 67.4 
|Movies .. aT ane Be 39.8 17,066 30.3 12,987 S| URE ee 337.3 141,624 273.0 11 
Parents’ (N. Y. Metro aUnited States News 169.1 71,005 211.9 g 
OS Sie eee 112.9 $8,412 74.6 31,998 i sialic ‘ 
Parents’ (Nat'l) ...... 102.7 44,046 72.6 31,141 Total Group . 3,052.6 1, 663,695 2,883.6 1,636,731 
| Personal Romances .. 35.3 15,126 25.1 itt | -—— 
|Photoplay (Mac) ..... 59.1 25,346 53.5 22,968 | *Not included in totals. 
Radio Mirror (Mac) .. 42.1 18,043 44.7 19,160 *Page size changed since last year. 
|}*Real Romance ...... 26.1 eee © ete eA eee aFour issues 1944; five issues 1943. 
Wee > Ze 26.1 11,185 i wapeas bFive issues both years. 
| Screen BEUSSS 54.4 ate a4 38.5 26,213 19.7 13,417 cFive issues 1944; four issues 1943 
| 
| 


Public Relations Group 
Expands Membership 


The National Association of 
| Public Relations Counsel, Inc., has 
fone these new members: Paul 
| Garrett, General Motors Corpora- 
| tion; Russell R. Clevenger, Albert 
Frank-Guenther Law, Inc.; Arthur 
J. C. Underhill, Rayonier, Inc.; 
William J. Sheehan, Eastern Gas 
& Fuel Associates; Joseph Leem- 
ing, American Viscose Corpora- 
tion; Norman L. Park, Rustless 
Iron & Steel Corporation; James 
L. Rieden, California Vineyards 
Association, and Helen Erskine of 
Nathan-Erskine Associates. 


Robson to Rubberset 


E. L. Robson, vice-president and 
a director of Harold F. Ritchie & 
Co., Toronto manufacturers’ agent, 


Company, 
general sales manager. 


has resigned to join Rubberset | 
Gravenhurst, Ont., as! 


November Issues 


of Magazines Gain 
11% in Ad Volume 


New York, Nov. 15.—With out- 
door and juvenile publications 
again leading the way percentage- 
wise, November issues of national 
magazines ran a total volume of 
4,008,733 lines of advertising, an 
11.5% gain over similar issues of 
a year ago. 

The general group, with a total 
of 949,347 lines in November 
issues, was 21.7% ahead of the 


volume. Women’s magazines, car- 
rying 1,203,354 lines, were up 
16.1% and standard magazines, 
with a 40,287-line total, were 1% 
ahead. 

Outdoor magazines, carrying a 
total of 111,105 lines, were 49.4% 
ahead of similar issues of a year 


|ago, while the juvenile publica- | 
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November, 1943, publications in ad | 


tions, with 40,945 lines, were u 


48.4%, 


Weekly magazines carried 1,663,- 
695 lines, up 1.6% over issue 


September, 1943. 


G-E, Rubenstein Buy 
Postwar Time on IBS 


Taking advantage of the | 
collegiate Broadcasting Syst 
postwar option plan whereby 
vertisers, buying time on a 
able campus stations, may 
the same times and progran 
all IBS stations as they be 
available, are General E! 
Company, Schenectady, N. Y 
Helena Rubenstein, Inc., New 
cosmetic manufacturer. 

G-E has bought a five-n 
daily “Campus News” progr: 
13 college stations, while R 
stein sponsors quarter-hour 
music daily and two-minute 
daily on seven women’s and 
college stations. 
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ar | strategic materials and the main- | lished for postwar plans. Anglo-American Caribbean com- 
IDY li : v Sh | tenance of Mexican economy dur- Other bodies concerned with mission, the Inter-American finan- 
AVON (YIY UY LXE | ing the war, is making long range | postwar planning in Latin Amer- cial and economic advisory com- 
ALA toe af |plans for postwar, as is also the) ica include the Inter-American de- | mittee, and the executive commit- 


| Mexican - United States agricul-| velopment commission and its af- tee on postwar problems of the 


(ow Business and Industry Are Preparing for 6 ppecetinn Werle tural commission, begun in July, | filiated national commissions in| board of governors of the Pan 


a al BE leanne ow 


1944, the 2f American republics, the! American Union. 
icti American Countries jernment agencies) in Ecuador,! In El Salvador, the social de-| 
for Postwar Trade | Chile, Bolivia, Colombia, Cuba and | velopment corporation, founded in 
Ge ; . . | Haiti. | 1932 as a government commission, | : holic Churches. Schools and Institutions? 
Latin American countries| Mexico has a governmental post-| was reconstituted as a private cor-| { Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


listically facing the task of | war planning commission in addi-| poration in 1943, and given broad 


“ ersion to a peacetime econ-| tion to its Mexican-American com-| powers over public development | CHURCH PROPERTY ADMINISTRATION 


indicated in the recent| mission for economic cooperation.|and rehabilitation projects. In| 


bt on Inter - American eCo-| The latter, although primarily| Costa Rica a national department | Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 
04 news issued by the Office} concerned with the production of |of development has been estab- 
“By: “oordinator of Inter-Ameri- 
fairs. 


De aring that Brazil should. 
19\ Mont) ue its wartime economic 
4) Mobi cation into the postwar 
eric President Getulio Vargas, | 
hi speech at the inauguration 
{ Brozil’s new postwar planning 
9g) Mcomn ssion, urged greater stress 
possibilities of exporting 
,actured products. He said 
in would not hinder private 
iat. ve but will adjust and ori- 
» nation’s general develop- 
and concluded with the as- 
that Brazil will continue to 
te her full energies to the war 
-t, “striving also to create con- 
ditions favorable for expanding 
and accelerating the economic pro- 
xam at the end of the war.” 
In Panama, a secretariat has 
been established for the study of 
jational problems. The board was 
yeated by presidential decree in 
tober, 1943, to make recom- 
ndations for postwar adjust- 
ents and development. In Haiti 
commission for the study of 
ostwar problems was created by 
15,105 Bibyecutive decree, May 18, 1944. 
Apt In Uruguay, the financial, eco- 
193.194 mic and social committee on| 
7'399 postwar problems, created in Jan- | 
117,422 Mary, 1944, has been authorized to | 
‘ollect, organize, and examine | 
103,987 tically all materials relative to| 
ostwar planning, and to wae: 
| 
| 


1494 periodic reports of same.” 
In Argentina, private industry 
nd governmental departments | 
212,464 Hvere invited to submit their post- 
10,493 Hvar problems for study and report 
0 a national council of postwar | 
Lite" Banning, set up by decree, Aug. | 
"__ Bs, 1944. 
1,636,731 The Venezuelan government set 
Ip a special commission to study 
wstwar problems by executive de- 
ree on Oct. 6, 1943. The com- 
mission was directed to draw up 
program to serve as a base for 
he solution of “diverse national 
roblems relating to agriculture, 


vere up #mmigration, industry, transporta- an | i | 
ion, foreign trade, fiscal and bank- 
1 1,663,- HBng policy, labor, and social policy * 


v,00 


ssues of Mm general.” The commission is 
iso to consider Venezuelan par- 
phen eS nearer Not bad—on one of these crisp, fall mornings to tail a good dog over the fields 
S . eo corporations are also setup and through the brush, is it? Kind of nice to get your quota of birds, too. . . Isn't 
ystems gate Mog ere! 7 reo aes it strange, though, that you find so many otherwise keen advertising men still 
% av % ‘ | trying to flush out a good, dependable source for their photo-engravings? Par- 
EI tre : AVIATION WILL ticularly strange because the woods are full of advertising men who are con- 
’.. and 
oie z DEPEND ON stantly “on point”... . Just casually mention engraving troubles to them and 
-m nute | 
a ‘ ; they'll pick up a current publication, proudly turn to one of their advertise- 
ir ing 


ments and say, “What're you stewing about? Nothing wrong with that repro- 
duction, is there? Call Rogers. They know what you're trying to get—-and 
they get it...no last minute ‘sweating it out’ to meet a closing date ...no 


arguing about ‘make-overs’...no wrangling about invoices. Been work- 


2 ing with them for twenty years.”... Could be the reason Rogers is always 
4 For Its Development busy ... but never too busy to give new customers the same co-operation, 
and Growth. | 
y| ° Those persons who have service and excellence of quality they are continuously giving old timers. 
| always pioneered and gone ? 
%| forward with new ideas and | 
% developments make up Cre- | 
+ ative Wealth. 3 
Che theatre es the kind of 
Farmers NOGERS ENGRAVING COMPANY 
their imagination. It is ne 
_ mere Nay ge gee A Bon Xs % 
| _ ize the legitimate theatre con- Mastercraftsmen of Photo-engraving s 
: % stantly and read The Playbill. Adolph Teg — 
PLAYBILL, INC. ’ wr 
- J 
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(SALES PREMISE) 


HE logic of this sales syllogism is worth a 
double check by any advertiser with a 
stake in retail distribution: 


MAJOR PREMISE: The Chain Store Field Is a 
Basic, Expanding Postwar Market 


MINOR PREMISE: Chain Store Age Is the Direct 
Path to The Chain Store Field 


CONCLUSION: Chain Store Age Is the Direct 


Path to a Basic, Expanding Postwar 
Market 


Knock the props from under one of these 
premises and the conclusion means nothing. 
So let’s look at Premise One: 


More than one hundred thousand stores 
operated by the nation’s 5,660 major chains 
ring-up thirteen billion retail sales dollars 
annually. Chains are getting set to do an even 
more efficient job in distribution after Vic- 
tory—tremendous modernizing programs are 
planned. 


Let’s look at Premise Two: Chain Store 
Age covers the “Decision Men” in both stores 
and headquarters with six separate maga- 
zines—each successful because of a distinct 
editorial approach to chain operations and 
problems. 


We think these two premises and the con- 
clusion stand up like a crew haircut. 


CHAT STORE AGE 


185 Madison Ave., New York 16, N. Y. 
612 N. Michigan Ave., Chicago 11, Hl. 


Qa 


IN STORE AGE 


U9Qist Edition 


AGE 


Aministration 
dition 


Promises $1,000 


‘Back-door Selling’ 


Rochester, N. Y., Nov. 15.—A 
| business ethics policy backed by a 
| $1,000 guarantee of adherence has 
| been sent to its clients by Bick- 
ford Brothers, Buffalo and Roches- 
|ter distributors for RCA Victor 
‘and leading electrical appliance 
lines. 

The statement of policy was 
|issued by Bickford Brothers fol- 
lowing a survey which disclosed 
that dealers are strongly opposed 
| to “back-door” selling by distribu- 
| tors. Even though the Bickford 
|firm felt itself clear of such an 
| accusation, it determined to de- 
clare its code of ethics against the 
day when production bars are 
down and new manufacturers and 
distributors enter the field. 

The policy, suitable for framing, 
and signed by the company’s pres- 
ident, Paul Wolk, declares: 

*1) Any product which we dis- 
tribute will be sold only through 
authorized franchised dealers. An 
authorized franchised dealer is one 
who has signed an accepted Bick- 
ford franchise covering a particu- 
lar product and who stocks and 
displays that product in line with 
the terms of the franchise. 

*“2) In event an individual, a 
firm, a dealer, or any member of 
a dealer’s organization desires to 
purchase for his own use, or for 
resale, any product distributed by 
us and for which product such 
person or firm is not a duly 
authorized franchised dealer, such 
party will be respectfully referred 
to our list of dealers handling ‘that 
product. 

“3) No sales will be made by 
us, even to our own employes, of 
the products we distribute. This 
ruling covers our own executive 
staff. Nor will any executive be 
permitted to make a gift of any 
merchandise from his department, 
or any other department, to any- 
one within or without this organi- 
zation. 

“4) Dealers, friends, and em- 
ployes are kindly requested not to 
ask us to violate this code. Such 
courtesy requests positively can- 
not be granted. We are wholesale 


without exceptions.” 


Fletcher Named CED 
Executive Director 


C. Scott Fletcher, formerly 
general sales manager of the 
Studebaker Corporation, South 
Bend, and one of the organizers of 
the Committee for Economic De- 
velopment, was appointed execu- 
tive director at a recent CED 
board meeting in Hot Springs, Va. 
He succeeds John F. Fennelly, who 
returns to the New York banking 
firm of Glore, Forgan & Co. New 
appointments include William 
Martin Jeffers, president of the 
Union Pacific Railroad, to the 
board of trustees; W. Bigson Carey 
Jr., president, Yale & Towne Mfg. 
Company, chairman of the finance 
committee; Harry R. Johnston, 
treasurer; Mrs. Elizabeth Harrison 
Walker, secretary, and Frank Bel- 


Bank of Oakland, Cal., chairman 
|of the 12th region. 
Rhodes Names Sales Mar. 
W. A. Rhodes has been ap- 
| pointed general sales manager of 
the Adding - Bookkeeping - Calcu- 
lating Machines division of Rem- 
ington Rand, Buffalo, N. Y. He 
was formerly Los Angeles branch 
| manager of the division. 


= 
| -ROC 
MOLINE a ISLAND 


THE FARM MACHINERY 
CAPITAL OF AMERICA 
PTL Ory (ts am 


THE ROCK ISLAND ARGUS 


MOLINE DAILY DISPATCH be = 


Guarantee Against 


only — strictly, absolutely, and | 


| 


grano Jr., president of the Central | 


| 


| 
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Advertising Age, November 20 


OCTOBER SALES OF CHAIN STORES 


7 October— % Gain -——l\st 10 months—, 
1944 1943 or Loss 1944 1943 
Food Chains 
Qe a ov ac se ok issu ck $ 4,669,009 $ 3,969,983 +17.6$ 42,612,362 $ 39,960.49 
Kroger Groc. & Bak. Co... 34,019,420 33,010,787 +3.0 338,238 447 323,009 4¢4 
*National Tea ... * 7,647,980 7,161,390 +67 
Safeway . 50,228,411 46,005,986 +9.2 551,621,940 496 29) 23 
Group Total . $ 88,916,840 $ 82,986,756 +7.1 $ 932,472,749 $ 859,261.39 
Mail Order 
Sears, Roebuck . $102,023,805 $ 88,440,541 -+15.4 $ 711,382,330 $ 625,832.35 
Spiegel ; = 3,581,950 2,850,824 -+-25.7 26,900,040 23,5595 
tMontgomery Ward 70,475,011 60,646,535 +-16.2 466 668,975 464,712,334 


Group Total .. $176,080,766 $ 151,937,900 -+-15.9 $1,204,951,345 $1,114,104 20 
Drug Chains 
Peoples $ 3,047,964 $ 2,980,297 +2.3$ 28,175,400 $ 28,044.87: 
Walgreen . 10,063,050 9,723,222 +3.5 97,180,190 91,802 48 
Group Total .. $ 13,111,014 $ 12,703,519 +3.2 $ 125,355,590 $ 119,847.35 
Variety and Miscellaneous 
*Bond Stores , $ 5,835,000 $ 4,977,000 +17.3 
Colonial Stores ..... 7,644,787 7,251,988 +5.4 79 048 674 72,490, 36 
2Diana Stores Corp 645,003 576,216 +11.9 | 852,293 1,567.19 
Edison Bros. 3,594,190 3,397,010 +5.8 35,774,314 32,659 417 
Grant, W. T 15,902,372 14,809,823 -+7.4 130,745,000 125,400, | 8¢ 
tGreen, H. L 6,160,743 5,917,019 +4.1 47,053,606 46,555 053 
Kresge, S. S 18,834,110 18,257,217. +3.2 163,406,007 156,559 753 
Kress, S. H 10,827,570 10,547,340 -+2.7 98,071 038 94 542 254 
tLlerner 7,159,813 6,354,107 +12.7 61,546,232 53,806 04 
McCrory 6,124,813 5,748,668 +65 53,810,312 51,452.62 
McLellan Stores 3,567,767 3,401,349 +4.9 27,456, 164 25,756 82: 
Melville Shoe Corp 2,870,734 3,567,440 —19.5 29 233,825 32,217,924 
Murphy, G. C 7,883,198 6,998,257 +-12.7 67 353,542 63,770.89 
Neisner Bros. 3,440,023 3,317,028 -+3.7 28,660,314 28 457 ,04¢ 
Penney, J. C 52,972,888 50,572,459 +2.9 408,694,441 381 834,379 
Rose's 5 & 10. | 096.442 1,095,930 -+0.! 9,061,289 8,108,864 
Sterchi Bros. Stores 728,520 423,484 -+72.0 4,739,820 4.194.979 
Western Auto ... 4 613,000 4,220,000 +9.3 37,448,000 37,540,000 


Group Total $154,065,973 $ 


146,455,335 | +5.2 $1,283,954,87! $1,221,440,427 


Combined Tote! $432, 174,593 $ 


tNine month period. 
2Three month period. 
*Not included in totals. 


394,083,510  +9.7 $3,546,734,555 $3,314,653,387 


1944 


THE 
Department Stores 
of the Masses... 


These stores handle over 30,000 different items popularly peteed, 


from 5c te $5.00 and over, 


to meet the needs of masses. No 


matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. 


Many of these stores do 


over a million dollar annual velume. 


In the 5000 odd stores —— the big 10 group the average 


annual volume per store is over 


group of stores alone, which 
The Merchandiser gives you 


275,000.00. In this important! 
did a volume of $1,341,376,361 in 1943 
a coverage of nearly 12,000 key people 


A mass distribution market efficiently geared to handle post-wa: 


mass production. 


Don’t overlook this tremendous market in you 


POST-WAR PLANS! 


The “Merchandiser” 


SY ewrC ATE Steme 


A highly specialized medium eate 
ing exclusively to the 5 & 10 to $1. 
and up syndicate variety stores. 


Editorially slanted to the problen 
and interests of the store manage 
and their assistants, who do the da 
in and day-out ordering of mercha 
dise for this approximately two billic 
dollar market. 


Total MERCHANDISE-O! 
DERING circulation 16,514 k« 
people in 8300 stores. 


Largest audited circulation in the fi 


The Magazine of 


THE “bh & 1 0” MARKE’ 


CCA SYNDICATE STORE MERCHANDISER 
79 Madison Ave., New York 16, N. Y. 


y 


—— 7 


. y 4 a . 
: (77 | 
| \ \ a, a] 4 ( 
y Ne Fes 2 +8 : 
| xne cnnrot J» Ng mE 
- a af 
ieee = : 2 E C 
@ pnt can hey ao eee om — He ° 
F | - i 
| ee | aS 
-? | | | P| fh 
| v : po 7 : | - THE V 
Ci I ee Ler | , | 335 ; 
. ~--—------4 x, £ . 
Ps Se uee aS ale Be: 
a : = ps FRE — = = a if . we . 
ee 
a -* F ) 
; ne 2 
eee | 
a | 
e ee 
> | 7 
ail CHAIN STORE A » | CHAIN STORE _A§G 
rae Variety Store Gr AGE | , za 
, Executives Edition Men <r” Store —— 5 amt se | 
wae ATORE AGE agers Edition sete enV S | 
CHAIN STORE At Cia Sa a | 
Variety Store D ee “_ ——S= 
Managers Edition SS 
Phas \A\N STORE AGE hare | 
; i? Executives Edition A is 
< Where rity ) 
The Covers That Cover | | ostwar ProsPe | | 
That Cover The Chains That Cover Anica [A g— assured : 
es "| 
- 4 | 7 ' « 


0. 1944 


> 4 
S 

i oe SS oe on oe Ce 

wl St jonoc hs: 22 oO 


Ee} 


Advertising Age, November 20, 1944 


‘o Avert Mutual 
Insurance Crisis 


cago, Nov. 14.—Immediate in- 
ration of a sound public rela- 
program to “raise mutual 
nsurance to the respected place it 
deserves in the business world,” 
urged by Raymond C. Baker, 

who addressed the National Asso- 
n of Mutual Insurance Com- 
pan es recently. Mr. Baker is sec- 
retary of the Mutual Fire Insur- 
ance Association of New England. 
Declaring that insurance com- 
panies face a crisis, Mr. Baker 
noin.ed out the recent Supreme 
Court decision which in effect 
places insurance under federal 
regulation; mandatory rate reduc- 
tions of $24,000,000 by eight state 


Urge Ad Programs 


insurance commissioners; losses 
running at the rate of $415,000,000 
this year, and “more:- insurance 


legislation in the 44 state legisla- 
tures convening in 1945 than we 
have ever seen before in a single 
yea 

He asserted that the present 
crisis was largely due to the pub- 
lic’s ignorance of the situation and 
, consequently bad press. He said 
ye of the reasons for this was 
that insurance companies had 
leaned on attorneys instead of 
seeking the advice of competent 
advertising and public relations 
people. 

G. F. Alcott of the State Farm 
Mutual Automobile Insurance 
company, told the meeting of the 
competition local car insurance 
jealers will face from insurance 
subsidiaries of auto finance com- 
panies after the war. He said his 
ompany was preparing an exten- 
sive advertising campaign to pub- 
licize the slogan: “You don’t have 
to trade your insurance when you 
trade your car.” 

He advised the local auto insur- 
ance man to team up with his 
natural ally, the banker, and said 
that such cooperation looked 
promising because “90% of the 
banks will be active in the con- 
sumer credit field” and because 
most people would rather finance 
their purchases locally. 

Other speakers at the meeting 
neluded John L. Wilds, president 
of the Protection Mutual Fire of 
Chicago, and A. V. Gruhn, gen- 
eral manager, the American Mu- 
tual Alliance. 


Truesdell Directs Sales 
of Bendix Home Radio 


Leonard C. Truesdell, formerly 
sales manager of Crosley Corpora- 
tion’s radio and appliance division, 
has been appointed general sales 
manager of the Bendix radio divi- 
sion of Bendix Aviation Corpora- 


He will direct sales for the line 
of home radios which Bendix will 
manufacture at Baltimore, Md., as 
soon as military restrictions are 


ty pa? oe as 
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Kodachromes of scores 


film 
utdoor activities — farming, 
ng, lumbering. Check Bond's 
f rst. 


Write for FREE Stock List 


RED BOND 


00) (ROXTON @ LOS ANGELES 24 
resentatives in Chicago and New York .... 


‘Yank’ Goes on NBC 
Civilians unable to obtain copies 
of the GI magazine, Yank, will 
be able to acquaint themselves 
with the newspaper Nov. 25 when 
NIBC starts a weekly radio series, 
Saturday, 1-1:30 p. m., EWT, us- 
ing material prepared by Yank’s 
editors and writers. The program 
will include dramatization of let- 
ters written by GI’s, battle stories 
written by the paper’s correspond- 
ents, and the rule that no officer 
can write or dictate as to the for- 
mula for Yank is being followed. 


Del Monte Foods Start 


‘Flavor First’ Series 


California Packing Corporation, 
San Francisco, has scheduled 15 
magazines for a “flavor first” cam- 
paign for Del Monte foods, start- 
ing with December issues, through 
McCann-Erickson. 

Del Monte tells dealers that 
“this stepped up advertising—built 
around such a strong consumer 
appeal—is real insurance for your 
future business as well as ours.” 
It is intended to maintain con- 
sumer interest until the time when 


| “‘Del Monte brand foods are plen- 
| tiful again.” 


Goldsmith to Fairfax 


Louis Goldsmith, Inc., Philadel- 
phia* manufacturer of men’s and 
boys’ clothing, including Campus 
Togs and Campus Cadets, has ap- 
pointed H. W. Fairfax Advertising 
Agency, New York, to handle its 
advertising. 


Directs Cowan Sales 


E. J. Kerr has joined the staff of 
Harold P. Cowan Company, To- 


| 
} 
| 
| 
| 
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ronto importer, as sales manager. 
He had been with the sales de- 
partment of the Rowntree Com- 


|pany, Toronto confectionery man- 


ufacturer, for 28 years. 


ese 


Custom-Built for U.S. Army Air Force 


GIANT SIZE! Some of uses in every office! Paste 


photos 
samples, etc., etc. Size 26x26 inches. Heavy lifetime covers 


with reinforced leather corners. 3 adjustable metal bind- 
ing posts, 100 black loose-leaf pages. Amazing Value— 
Only $15 each while they last! Send check with order. 


Money back if not satisfied. (Ask for iitustrated price list 


of Album-Scrap Books in smatier sizes.) 


SAMUEL L. UNGER, 3 East 14th St., New York 3, ®Y. 


There lives a Maharaja of India who used to go to 
great lengths to get his copy of TIME. Until the appear- 
ance of TIME Overseas, 2% years ago, he was paying 
$585.60 a year to have the Weekly Newsmagazine 


sent him by plane. 


Before we started printing TIME in Hawaii, the presi- 
dent of a paper company in Honolulu used to shell out 
$200 every year to have his copy of TIME flown to him. 


they can afford to travel a lot better, too. 


TIME by air. 


And, before the publication of TIME Air Express, 312 


All Over the World... 


All over the world you find the kind of people who read 
TIME—and the kind of people who read TIME travel 
all over the world—and all over the U. S. too. 

They travel a lot more than most Americans and 


(For in- 


stance, TIME’s more than a million subscribers have 


already flown more than 2% billion miles at home and 


overseas.) 


TIME is the magazine that Pullman car passengers, 


years ago, a reader in the U. S. Embassy in Buenos 
Aires used to spend $200 a year to get his copies of 


And now that we’re publishing TIME on every con- 
tinent except Antarctica, thousands of readers pay up 
to $10 a year to have their copies sent—air mail, when 
possible—to almost every place in the free world ex- 
cept the bleak, bare reaches of Siberia. 


prewar cruise passengers, people who stop at the best 
hotels, read and prefer. (Look around you whenever 
you’re traveling and see how many copies of TIME you 
see—on club chairs. in Roomettes, in the planes.) 


No wonder TIME has been 


the leader in Travel. 


Resort, and Hotel advertising for nine consecutive years 
(except for one year when it was second). And TIME 
will remain a leader in the postwar years—for TIME 


is tops with Americans who are going places. 
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50 
CAB Moves Offices 


Cooperative Analysis of Broad- 
casting has moved to new and en-| 
larged offices at 11 W. 42nd St., 
New York. 


me ooth YEAR itz 


+++ for @ quarter century read by 
all County Agents and Vocational 
Teachers, for the newest in Agri- 
culture and Home Economics. 


AGRICULTURAL 
LEADERS’ DIGEST 


139 N. CLARK ST. 
CCA CHICAGO 2 


|F arm Publications 


Show 10.7% Gain © 
in Ad Volume | 


New York, Nov. 15.—Boosting | 
their cumulative total over the| 
volume of previous months, No- 
vember and October issues of farm 
publications carried 1,529,107 lines 
of advertising, a 10.7% gain over | 
similar issues of 1943. 

Farm magazines, with a total of 
280,050 lines, were 8% ahead of 
November, 1943, issues and farm 
papers, with 307,547 lines, were up 
22.9%. October issues of month- 
lies carried a total of 15,637 lines, 
up 54%; October semi-monthlies, 
with 586,705 lines, gained 16.4%; 
October weeklies, with 40,979 
lines, were off 1.6% and October 
dailies, with a total of 298,189 


WWIL Advi. 
Sept. 1940 


.. . You Think of 


The Gateway to 


NOVEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


A 


When You Think of 


NEW ORLEANS 


j 
Commercial Con 
Display D 
Excluding Exc 

Poultry Px , 
-— Total Advertising —— and Livestock r—— Total Advertising —— and I 
r—1944-——-, -——_1943-——__, 1944 1943 r——1944—~, -—1943 1944 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Line 

FARM MAGAZINE Nation's Agriculture 10.1 4,667 6.2 2,796 4,66 

Capper’s Farmer ... 38.6 26,215 41.3 28,059 25,559 27,350 Total Group. .w».... 24.6 15,637 15.9 10,151 15,637 \ 

Country Gentleman. 60.0 40,805 56.4 38,364 40,076 37,458 Semi-Monthly—October 

Farm Journal & California Grange 
Farmer’s Wife... 65.0 27,993 63.0 27,246 27,284 26,401 Se ae 21. 24.1 26,152 23,422 

Progressive Farmer: Dakota Farmer 34 $34.2 26,365 26,22 
Carolina-Va. Parmer... TRE. . os... 50 3.3 

are 37.1 27,007 33.9 24,670 26,039 23,432 Hoard’s Dairyman.. 41. 5.7 

Ga.-Ala.-Fla. Idaho Farmer ..... 37 5.9 

oo Cee 37.4 27,249 35.7 25,977 26,137 24,660 Indiana Farmer's 

Ky.-Tenn. Edition 36.2 26,342 33°78 24,632 25,653 23,591 COUN, dadarccs exe 3 

Miss.-La.-Ark. Ed. 35.2 25,629 34.0 24,774 24,7388 23,527 Kansas Farmer 36 

Texas Edition 38.8 28,212 36.3 26,405 27,031 25,053 Michigan Farmer 27 

*In all 5 Editions 32.5 23,659 31. 22,621 23,080 21,877 Missouri Farmer 5 i 

*Average 5 Missouri Ruralist .. 31. ) . 

Editions ...... 36.9 26,888 34.7 25,292 25,920 24,053 Montana Farmer... 44. 8,448 

Southern Agricultur- Nebraska Farmer... 63. 55° 
Oe Siwavue 6e<te ee 32.2 22,560 21.3 14,942 22,660 14,285 New England Home- 

Successful Farming. 62.0 28,038 54.0 24,269 26,956 23,225 ae rie 32. 27.3 19,114 18,356 

_—_—_ —_— — Ohio Farmer ...... 33. 36.2 27,818 238,900 7 

Total Group...... 442.5 280,050 409.7 259,338 272,033 248,982 Oregon Farmer .... 36. 25. 19,497 26,670 18,67 

Oregon Grange Bul- 
FARM PAPERS SO SRR 13. 2.4 18,496 14,420 13.49 
Pennsylvania Farmer 30. 28.8 22,101 22,390 21,119 

Monthlies Utah Farmer ...... 24. 18.9 14,261 12,638 149 
Agricultural Leaders’ Wallaces’ Farmer & 

a eee 29.8 9,831 24.5 4,802 5,831 4,802 Iowa Homestead.. 70. 62.6 49,049 48,685 41,97 
tAmerican Fruit Washington Farmer 40.4 27.5 20,797 29,897 19,9) 

SRE 14.3 6,136 5.4 2,472 5,993 2,388 Wisconsin Agricul- 

American Poultry CORGNG 2442644454 49. 38.1 29,840 37,676 287 
Journal: — —s-————— - - 
Eastern Edition... 35.9 15,398 29.8 12,769 9,649 Total Group...... 754.7 645.0 503,844 522,509 446,32 
Central Edition... 26.8 11,501 22.8 9,793 8,042 , . 

Western Edition.. 25.2 10,108 19.6 8,407 7,490 one He is sae att 

*In all 3 Editions. 22.8 9,771 18.6 7,991 7,216 American AgTICuS . oa ee ‘ " 
Better Fruit ....... 10.9 4,556 7.3 3,085 3,085 turist ......seees 27.9 20,315 20.9 15,227 18,348 13,4 
Breeders’ Gazette... 19.4 8,738 17.3 7,790 6,319 | Arizona Farmer ... 39.7 30,037 28.1 21,212 28,959 19,5 
California Citrograph 17.4 11,662 14.8 9,954 ooo al Beer i petnhlorai 27,081 S11 28,494 36,023 21,6 
Carolina Co-operator 2.4 994 1.5 616 471 Jairyman’s League " e P 8 ” : 
Cattleman, The..... 103.4 43,389 67.6 28,385 8,981 NeWS ...- esse eees 7.7 5,581 4.2 3,062 4,070 15 
Cooperative Digest.. 13.0 2,730 10.8 2,262 2,262 +Prairie Farmer.... 58.7 42,721 67.0 48,702 37,406 
Liec + 7 ) ~} 

“Saee ee 14.4 5,143 5.5 1,963 1,963 Total Group...... 171.0 126,635 151.3 111,697 113,806 94) 

Farm and Ranch... 31.6 23,922 29.3 22,224 22,297 20,625 Weeklies—October 

Fa rmer-Stockman ee 14,937 22.0 16,636 14,247 15,049 aCapper's Weekly... 5.7 12,762 6.6 14,867 12,388 149 Nn 

Florida Grower .... 14.2 9,624 9.0 6,145 9,133 6,145 Weekly Kansas City 

Kentucky Farmers’ Star: 

Home Journal.... 14.1 11,038 13.8 10,852 10,708 9,903 “4 Waiti rn 92 907 2 87 21,023 ° 
Michigan Farm News 1.2 2,443 1.5 3,066 + =2,443 ~—-3,066 ens OPTI: «GES ERAS FOF). tees See , 
National Live Stock Toate 4 79 Q7 - fr 

Praduee! ic... 9.1 6.611 6.5 4.726 6.303 4,447 | Total Group...... 17 40,979 17.4 41,654 33,411 { 
New Jersey Farm | Dailies—October 

and Garden ..... 33.3 15,008 28.3 12,744 13,310 11,248 Chicago Daily Drov- 

Ohio Farm Bureau ers Journal ...... 31.5 67,022 34.1 72,633 36,507 8,006 
OO cv ate ees 13.8 6,231 10.7 4,812 5,971 4,581 Kansas City Daily 

| Poultry Tribune Drovers Telegram 40.0 85,095 40.3 85,696 55,861 
Eastern Edition 48.1 20,646 40.2 17,225 16,014 13,129 Omaha Daily Jour- 

Central Edition 40.1 7,212 30.8 13,283 15,142 10,888 nal-Stockman 47.7 101,554 6565.1 117,291 65,342 72,493 

Western Edition... 36.2 15,545 27.7 11,883 14,041 10,429 St. Louis Daily Live 

Pacific Edition... 37.6 16,135 28.0 12,023 3,728 9,908 Stock Reporter... 20.9 44,518 18.8 40,085 27,848 

*In all 4 Editions. 34.0 14,600 26.4 11,317 13,180 10,025 SS eC 
Southern Farmer... 5.2 4,136 4.1 3,312 4,136 3,312 Total Group...... 140.1 298,189 148.3 315,705 183,558 189,1 
Southern Planter. 25.5 17,878 27.3 19,127 17,873 19,127 — 

— — : -— —_—_—— -—— *Not included in totals. 

Total Group...... 642.5 307,547 506.1 250,306 254,135 206,263 tPage size changed since last year 

Monthlies—October *+Two issues 1944; three issues 1943. 

Arkansas Farmer... 14.5 10,970 9.7 A 7,355 aFour issues 1944; five issues 1943. 
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dvertising Age, November 20. 


1944 


lines, were down 5.6%. 
Canadian magazines ran a total 
of 233,074 lines, up 17.5% over 


similar issues of 1943; and Cana-| 


dian farm papers, with 
lines, were 14.4% ahead. 


Farlow Returns to JWT 
as Pacific Coast Head 


Arthur C. Farlow, Pacific Coast 
manager of J. Walter Thompson 
Company before entering service, 
has resumed his 
position at the 
company’s San 

| Francisco office. 
|He has com- 
pleted nearly 
three years 
service as a 
lieutenant colo- 
nel in the 
Army’s _ infor- 
mation and ed- 


303,866 


ucation di- 

vision. — Arthur C. Farlow 
Harrison ¢ 

McClung, recently appointed a 


vice-president of the agency, and 
acting Pacific manager in Mr. Far- 
low’s absence, will be assistant 
cOast manager in charge of pro- 


| duction. 


pi 
NEW ORLEANS 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


Two Appoint Watson 

George M. Watson & Co., To- 
ronto, has been appointed national 
distributor for Canada by Actus 
Products Company, airplane ac- 
cessories, Mount Vernon, N. Y.., 
and the Everhot Mfg. Company, 
blowtorch and packing house sup- 
plies, Chicago. 


Merchant Marine 
Recruiting Goes 
on Critical List 


Washington, Nov. 15.—High on 
the critical list of government in- 
formation campaigns for the next 
few weeks will be merchant ma- 
rine recruiting, as evidenced by 
an emergency meeting here last 
weekend at which top manpower 
officials studied ways and means 
of keeping supply ships moving 
through the Christmas holidays. 

With little control over the com- 
ing and going of its men in port, 
| the merchant marine has been los- 
ing 5,000 hands a day, with more 
serious defections expected as the 
holiday cheer prompts seamen to 
| spend the next few weeks at home. 
| The Maritime Commission has 
gone to OWI and the War Adver- 
tising Council with its immediate 
and long-term recruiting worries, 
but with time short now, it ap- 
pears that the only hope it can 
expect in the way of publicity is 


through local advertising and 
radio. 

A big merchant marine cam- 
paign is in the final stages of 
preparation at the Council, and 


may be available to 
within a few weeks. 
however, with five ships a day 
coming off the ways, experienced 
seamen are constantly needed. 


One thing which all government | 
officials 


industry 
help keep 


and 
agree 


shipping 


would vessels 


New Orleans 


WWL—LAND 


WWL Dominates the NEW Deep South 


Headed for PERMANENT Prosperity 


INC. 


markets in the Middle West. 


GEORGE T. HOPEWELL, 
NEW YORK OFFICE: !0! Park Ave. 


For Best Results Advertise in— 


“‘CONCENTRATED” 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


CHICAGO—THE CHICAGO DEFENDER 
DETROIT—THE MICHIGAN CHRONICLE 
LOUISVILLE—THE LOUISVILLE DEFENDER 


Write for information: 


CHICAGO OFFICE: 75 E. Wacker Drive | 


Exclusive Representatives 


advertisers | 
Meanwhile, | 


|moving is to publicize the con- 
|tribution that the merchant ma- 
rine has made in the war. Other 
steps that they are supporting in- 
clude a GI bill for merchant sea- 
men, and more operator - union 
hiring cooperation. 

Merchant marine is currently 
one of the leading campaigns on 
the OWI radio schedule. A special 
poster is now in preparation, and 
will be distributed early next 
month. Kenyon & Eckhardt is the 
Council task force for the forth- 
coming advertising drive. 

Admiral Emory S. Land recently 
predicted that the merchant sea 
service will be one of the most 
prosperous employment fields afte: 
the war. With troops, supplies 
and rehabilitation materials 
move, he expects it to operate 
capacity for at least three and ‘ 
half years after the cessation 
hostilities. 


+ 


f 


| Martin Appointed 
| pr, 


Ernest Martin, formerly 
|general manager of Sutcliife & 
Bingham of Canada, has _ Deel 


| elected president of Ernest Martin 
|Overseas Ltd., Toronto, a newly 
|formed company to study and ex 

tend the sale of Canadian me! 
| chandise overseas. 
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\V-: Day Plans 
Go Ahead Despite 
Meny Obstacles 


hington, Nov. 15.—Probably 
ne the most fascinating phe- 
i, that Washington reporters 
ay itnessed in recent weeks is 
‘k-flip that WPB Chairman 
A Krug has negotiated since 
the veiling last September of 
1 ssuring “hands off” transi- 
an. 


t10n 


8 551 No that Mr. Krug has adopted 
; ., HB) less reassuring attitude toward 
6 -ssuffreconversion problems—for he 
0 18071 fMeontinues to display a comforting 
0 12.495 metas] of the problems involved— 
0 olinifbut based on information which 


he hes, and the rest of us do not 


‘5 4yoniggnave. he no longer feels that dis- 


7 issn ffcussion of industrial demobiliza- 
) tion is as important as it was last 
6 

- fall. : ; , 
9 446 The obvious reason is that in 


September there was a possibility 

that Yank troops would be in Ber- 
8 13488MMin before anyone here had any 
dea of the impact that military 
utbacks would have on the home- 
54) Mfront economy. Hitler’s stubborn 
6 55,525 Mecistance has dissipated this pos- 
sibility, so WPB is no longer in 
of finding itself short of 


| war conferences. 


| 
| 
| 
| 
| 


lange! 
B8 414 ime for the completion of V-E 
Day plans. 
23 21,129 Impeded Production 
11 35.4 Even more important, from the 
int of view of the man responsi- 
ple for war production, the recon- | 
07 38,o0efmersion talk was interfering with 
Be e production of certain critically 
eeded military items, for it was 
42 { lifficult to hold or recruit war 
workers who felt that lay-offs 
vi vere around the corner. 
58 189.1 Despite retrenchment on recon- 
ersion discussions at WPB indus- | 
y people who work with the 
gency report that planning goes 
n at a more encouraging rate 
han ever. Working on the prin- 
| ‘iple of “talk less; do more,” the 
he con-Mcency is rapidly facing and beat- 
ant ma-Mino_on paper at least—the many 
_ Other oblems involved in_ restoring | 
rting 10-Mormal supply lines to mass pro- 
ant S€a-Muction industries. 
r- Un0NRY Without fanfare, the problem of 
_ Meetting machine tools for the auto- 
>urrenty bile industry and others is 
aligns OMMinder discussion, and applications 
A special ‘ permission to order postwar 
tion, andMMools and dies will soon be ap- 
‘ly next poved. 
‘dt is the Manpower is still the disrupting 
1e forti-Mactor. The War Manpower Com- 
, _fession would like to suspend the 
recenuy@@spot authorization” plan entirely 
hant - ending improvement of war pro- 
the most@uction because it believes that so | 
Ids aftei™bng as the opportunity for non- 
su] pliesMar jobs exists, labor will resist 
rials \i—ntering war plants. 
perate aM First significant sign that the 
2e and litional Army-Navy cautious 
sation h toward reconversion was | 
nce more in control came with | 
e telegram of Secretaries For- 
tal and Patterson to Charles E. 
advising him to cancel 
forme 
teliffe & 
las bet = 
st Mart 500,000 
a newly $ 
sand ‘OCK PHOTOS 
jan 


~ 2 
See er 
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CM eR 
ll ea = 


TE FOR INFORMATION 


ANN & FABRY. CO. 


- WABASH AVENUE 
CHICAGO | 


AU 
a 


tising Age, November 20, 1944 


General Electric’s scheduled post- 
Another sign is 
that Chairman Krug has had less 
and less to say to the press, and 
still has not released V-E Day 
cutback plans, and other plans 
completed several weeks ago. 


Ascendancy of Army-Navy cau- | 
| tion is generally said to stem from 


War Mobilizer James F. Byrnes, 
who recently completed a tour of 
the European battlefronts, and 
came home impressed with the 
need for supplies there. Mr. Krug, 
who recently retired after serving 
in the Navy, is credited with main- 
taining an open mind on the prob- 
lem. 


To Biow Coast Office 


John M. Alden has joined the 
Biow Company as Pacific Coast 
manager with headquarters in the 
San Francisco office. 


‘Roux Newspaper 


Campaign Marks 
Policy Change 


New York, Nov. 15. 


Marking a 


| departure from its policy of limit- | 


|ing newspaper advertising to co- 
|operative campaigns with beauty 
| Salons throughout the country to 
advertise its hair coloring prod- 
ucts, Roux Laboratories, New 
| York, is placing 300-line adver- 
| tisements in about 100 newspapers 
in the United States and Canada 
under its own signature. 

The campaign, placed through 
Dundes & Frank, New York, be- 
gan the middle of October and will 
run until Jan. 1. Roux continues 
to advertise in magazines under its 
own name. 

Captioned “Roux makeup 


51 


for your hair,” ads picture four; succeeding Ann Ginn of Station 
girls demonstrating how Roux oil; WTCN. Betty Grimes, Murray & 
|shampoo tint, oil bleach, hair! Malone, was elected vice-presi- 


| crayon, and rinse will beautify the | dent; Phyllis Reisemfelt, McCann- 
hair. —~— Erickson, secretary, and Madge 


Ronrico Appoints | Brown, Cargill, Inc., treasurer. 


Grant Advertising a NEW IDEAS FOR SALE 


Grant Advertising, Miami, 
| been appointed to conduct a $250,- ‘ ; 
000 campaign for Ronrico Cor-| # We can clip all, or typical, business 
|poration, maker of Ronrico rums, | paper advertisements and editorial 
in magazines, newspapers and/| ticles that will show themes for ad- 
trade publications. The appoint-| Vertising and publicity on products 
ment is effective Jan. 1, 1945. that are rationed or where high priori- 

John A. Dey, vice-president of | ties limit their sale. Complete cover- 
Grant’s Caribbean offices, will be | %9® for industrial products, food prod- 
account executive. | ucts, home furnishings, etc. 


Write for Booklet No. 20, “How 
Women’s Ad Club Elects auneme Veoo Gieiae 
Jean Hadley, account executive 

of Manson-Gold Advertising| 
. “a BUSINESS FARM 

Agency, Minneapolis, has been PAPERS 
elected president of the Women’s am 7K rarens 
Advertising Club of imaanatia | 


BACON’S CLIPPING BUREAU 


GENERAL 


MAGAZINES 
221°N. LASALLE ST., CHICAGO 1, ILL 
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THE SOUTH PLANS TO SPEND 


$1,822,350,000 
FOR RURAL ELECTRIFICATION 


RURAL ELECTRIFICATION of the U.S.A. dur. 
ing war, transition and postwar periods offers a 
3!5-BILLION DOLLAR market to industry and 
52°% of this market is in the 14 Southern states, 
according to figures compiled from reports received 
by the Postwar Planning Committee of the U. S. 
Department of Agriculture. 


These figures represent the consensus of opinion 
of consumers, private power interests, agricultural 
educators, rural electric cooperatives and various 
government agencies, including the Rural Electri- 
fication Administration. 


Here is how the South will spend $1,822,350,000 
for rural electrification: 


$869,436,000 
250,801,000 
511,686,000 
190,427 ,000 


New Line Construction 

Farmstead Wiring 

FARM AND HOME EQUIPMENT 
WATER SYSTEMS AND PLUMBING 


Have you included the Rural South in your post- 
war advertising plans? You add the Rural South 
to your market when you add The Progressive 
Farmer’s nearly one million subscribers to your 
advertising coverage. More Southerners will see 
your advertising in The Progressive Farmer than 
in any other publication. 


The South Subscribes to 


The Progressive Farmer 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Knollin Moves 


Knollin Advertising Agency, 
San Francisco, has moved to larger 
offices at 105 Montgomery St. 


x WOOD 


Well read and liked by the important men 
2. @ great industry—men who are ee 
te achieve wood's exciting future. 


PRODUCTS 


Pencil Points 
reaches 


more architects 


more designers & 
draftsmen 


more total profes- 
sional men 


than any other archi- 
tectural magazine 


| 1943, and is up 41.2% 


Business Papers 
Mark Up 20% Ad 
Gain for October 


Chicago, Nov. 15.—Rolling up a 
total of 23,568 pages, October is- 
sues of 124 business papers report- 
ing to Industrial Marketing carried 
20.4% more advertising than in 
similar issues of a year ago, com- 
pared with a September gain of 
18.2% over the previous month. 
For the first 10 months of 1944, 
volume has totaled 210,066 pages, 


a 24.5% advance over the com- 
parable °43 period. 
Sixty-three industrial publica- 


tions carried a total of 17,012 pages 
of advertising in October issues, a 
16.7% gain over the previous year. 
For the 10-month period volume 
in this classification is up 20.3%. 
The trade group, including 31 
papers, with 3,824 pages in Octo- 
ber, was 36.3% ahead of October, 
for the 10- 
month period. Ten export papers 


|}ran a total of 857 pages, up 36.2%, 
|with the 10-month gain 40.3% 
Twenty class publications, carry- 


ing a total of 1,875 pages in Octo- 


ber issues, were up 20.9% in ad 
volume, and for the 10-month 
period are 32.4% ahead of last 
year. 


Start Personalized Air 
Service Campaign 

Service Airways, Inc., New 
York, organized to provide “Quick 
efficient charter service, any place, 
any time,” has begun a series of 
small insertions in the New York 
Times and a direct mail campaign. 

Beechcraft planes carrying four 
persons or 700 pounds are uséd, 
said Irvin R. Schindler, president, 
and round-trip fares are about the 
same as air transport fares. The 
service is available without 
priority. OPA made gasoline avail- 
able for it on Nov. 1. Vanguard 
Advertising Service, New York, i 
the agency. 


NBC Promotes Ulrich 


Albert B. Ulrich has been ap- 
pointed manager of the continuity 
acceptance department of National 
Broadcasting System, Hollywood, 
succeeding Wendell Williams who 
has been named program manager 
of KPO, San Francisco. 


These 


powerful display 


pieces, comprising large ban- 


ners, 


pennants, price cards, 


window strips and window 


posters create increased sales 


RITZ 


chants. 


ot fi Yr f« TT rd 


Designed by 


i fg 


NATIONAL 


BISCUIT COMPANY and 
lithographed in full color by 


CONTINENTAL. 


| 


| 
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These figures, 
without written permission. 
and have standard 7x10 type page. 


compiled by Industrial Marketing, must not be quoted or rep 
Unless otherwise 


noted, all publications are n 
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Ds | | re \@39 26| Tool Engineer ........... 172 
American Aviation (bi-w) |*120 “111 | Water Works Engineering 
American Builder ....... 128 118 (bi-w) testcase pene eeeee 58 
The American City ...... 91 79 Water Works & Sewerage 65 
American Machinist (bi-w.) *||554 “532 | Welding Engineer ...... 92 
Architectural Forum 162 120 | Western Construction 
Arichitectural Record 95 60 | NO@WS ....eeeeeeeeeeeee 101 
Automotive & Aviation In- Wood Worker seeeeseeees 63 
dustries (bi-w) ........ 827 268 |W rire st a Digest 
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; : ee ww Jewelers’ Circular—The 
Electrical West ......... ai 61 Keystone 295 
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Engineering News-Record Mi (ationel Jeweicr) 
OE ctiuneahaathonitses “ae te oe aes 
Factory Management & ‘Besa ttn! AEE I eal . 
er a,+ | Office Appliances 
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Food Industries ......... 157 122 (9x131%4 ) 30 
Tae POMNOED ....065-605% 209 176 | tues & iealing 
| ee eS ae 47 43 : 
, : WEEE, cactetacee os 44 
ve -w &*}) « « 
Heating’ Dining & Conds. © 2° = *°®* | sheet Metal Worker. -- 59 
poe saiee — 115 gg | Southern Automotive 
gf at nh naam — y CT Ce ee eee 93 
apo Me by ae: - ed ‘4! Southern Hardware ..... 89 
naus ria engineering ~ ‘ Sporting Goods Dealer. - 67 
Chemistry (two editions) 153 166 Syndicate Store Merchan- 
Industrial Fintehing ak fete reer t EY 90 
(4% x6% 75 59 diser (44%2x6%) teteeee ¢ 
Industry LaF Power. 134 121 gy and Hosiery 154 
eS Ee i. ee *||'750 *6R9 - cette Mindi 105 
Laundry Age (semi-mo).. §*!/71 *§79 Wholesaler’s Salesman .. : . 
Machine Design ......... 316 243 wre 3.824 
Machine Tool Blue Book Total tee oeicee es SY 
lo eee 852 340 | Export Group 
er ee 359 326 | American Automobile 
Manufacturers Record 56 $1038 (Overseas Edition) 31 
Marine Engineering & American Exporter (2 
Shipping Review ...... 310 299 ee Le ORE ere 301 
Mechanical Engineering... 111 92} Automovil Americano ... 57 
Mechanization (4 13/16x Farmaceutico ..... 54 
TSIIG) sdsesvsacesss ce 79 76 | Hacienda (two editions) . 102 
Metal Finishing ......... R2 67 | Ingenieria Internacional 
Metal Promress .......... 274 254 Construccion .......... 73 
Metals and Alloys...... 291 235 | Ingenieria Internacional 
eo ee Ae 310 264 re ee eae 102 
MU SUPPNES 060s sccevcesss 202 169 | Revista Aerea Latino 
Mining and Met allurgy. ‘a $48 23 DER, i iv asinssh cies 40 
| Modern Machine Shop Spanish Oral Hygiene 
COUR ETED - sian Wenanagcar 333 332 (4 6/1657 B/16) sc 02s 338 
Modern Packaging "115 *81 | World Petroleum (9x12). 64 
Modern Plastics ......... *175 *121 - 
National Bottlers’ Gazette 112 95 ee oe 857 
Ni — Petroleum News i - Class Group 
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RA oe et 79 75 | Banking (7x10 3/1 e 
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Paper Trade Journal (w) 1187 *110 | Hospital Manageme 
i i s~ | Hotel Management ...... 81 
ree R86 57 Hotel World-Review (w) 
Petroleum Engineer $186 g151 | Hotel World-Revi * 
* iy |) ) errr reer 33 
Petroleum Refiner ....... 232 196 Industrial Marketing 115 
Eo SE NGRREED Ss +5002 rs ‘, | Medical Economics 
Power... ss+. esse eeese: = SOUT COMES, adriads yssena 118 
Power Plant Engineering 148 132 | Modern Beauty Shop..... 76 
Practical Builder (16%x15) 25 15 Modern Hospital ........ 185 
TE Adie ph oak o6-a0s 40:3 57 54) Modern Medicine 
Product Engineering .... *372 *292 ee | eer res er 1 42 
Products Finishing Nation's Se i foe eae 65 
ho La re 70 51 | Occupational Hazards a 
Purchasing <...6..... 261 21 (42X64) ss eee eee ees $55 
Railway Age (w). 237 t206 | Oral Hygiene é 
Railway Purchases & (4 5/16x7 3/16) ........ 152 
Stores 104 76 | Restaurant Management.. §88 
Ro ot & Streets. . =9 59 | Scholastic Coach ........ 29 
aa yatta at bball + aq | School Management 
Reck Products 94 69 (OUSTTMY «...,.... 24 
Sewage Works Engineering $47 $36 | rraffic World (w) 1107 
Southern Power & 
Industry 136 $147 TORE] scscsicvccevceees 1,875 
Steel (w) $1636 §491 | 
Supervision ; : 24 18 $Inc ludes special issue. *Includ 
| Telephone Engineer ... $*65 $*65 | sified advertising. |Last issue est! 
| Telephony (w) .......... §*]1538 $ tl 36 | tFive issues. @Two issues. 
| . 
Expand Promotion for VFW Appoints 
d Bayard & Eccleston, Los 
Dromedary Foo S __|geles, has been appointed pu 
Hills Brothers, New York, will] director for the Veterans o! 
considerably expand national ad-|eign Wars, department of 
vertising in magazines during|fornia. The agency has als 
1945, adding to the current list|appointed by California F 
carrying four-color half-page ads|Company, and Victory P 
for Dromedary food products.|Company, Los Angeles. 


Plans also include more advertis- | 
ing in newspapers, spot announce- | 
ments and car cards. A new phase | 
of Hills’ regular radio promotion | 


of recipes using Dromedary mixes 
starts Nov. 13, when the company }} 
introduces a “Ginger-Crispie” re- 
cipe. Agency 


is Biow Company. 


Joins Biow 
Edward J. 


Rosenwald, until re- 
cently advertising manager of 
Plough, Inc., has joined the Biow 


Company, New York, 
tive capacity. 


in an execu- 


; newspapers, 


Walter Jensen, radio pr 
has joined the agency as ra 
rector and Anne Thompson * 
formerly on Los Angeles 
has been ap} 
director. 


Joins ‘World- Telegran 


yublicity 


Walter S. Overton, for 
years with Reuben H. Dor 
Corporation, New York, an¢ 
recently with Corrigan, Osb 
Wells, Inc., New York, has 


the promotion department 
New York World-Telegram. 
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Acency Placement 
of Business Paper 
Space Gains 28.5% 


ch cago, Nov. 15.—Space placed 
in iness papers by advertising 
agencies Guring 1943 rose 28.5% 
yver (he previous year, with Ful- 
ler & Smith & Ross, New York and 
Clev land agency, topping the list, 
acco: ding to a tabulation of the 
resu of Industrial Marketing’s 
| study of these placements. 
T 518 agencies reporting in 
the -urvey placed a total of 264,- 
gj4 pages of advertising in busi- 
ness papers last year, compared 
with 206,175 pages in 1942, reflect- 
ing their growing importance in 
the fields of industrial, trade and 
ational advertising. All agen- 
cies were urged to cooperate, since 
the tabulation is the only indicator 
of the trend of business placed 
through agencies, and the only 
ompilation of this class of adver- 
tising placed by agencies. 


F&S&R Makes Biggest Gain 


Greatest gain among the top ten 
reporting agencies over 1942 was 
made by the leader, Fuller & 
Smith & Ross, which. placed 8,484 
pages last year compared with 
6,054 pages during the previous 
year 
’ Batten, Barton, Durstine & Os- 
born ranked second nationally, 


vith 8,164 pages last year as 
gainst 7,509 in 1942. G. M. Bas- 
ford Company was third, with 


6940 pages compared with 5,461; 
|, Walter Thompson Company 
fourth, with 6,478 pages as against 
5,214: and McCann-FErickson fifth, 
ith 4,951 pages compared with 
4.678. 


Campbell-Ewald Next 


Other agencies’ which placed 
2,000 or more pages during 1943, 
in order, include: Campbell-Ewald 
Company, 4,823 pages in 1943 and 
3,693 in 1942; Murray Breese As- 
sciates, 4,236 and 3,966; The Bu- 

en Company, 4,109 and 3,123; 
Foote, Cone & Belding, 3,717 and 
3,710; Cockfield, Brown & Co., Ltd., 
3.672 and 3,618; Charles W. Hoyt 
Company, 3,614 and 2,681; Evans 
Associates, 3,256 and 2,614; James 
Thomas Chirurg Company, 3,246 
and 1,725; Griswold - Eshleman 
Company, 3,118 and 2,710; Russell 
T. Gray, Inec., 2,823 and 2,251; 
Compton Advertising, Inc., 2,733 
ind 824; Newell-Emmett Com- 
pany, 2,667 and 1,686; Klau-Van 
Pietersom-Dunlap Associates, 2,606 
and 2,015; Buchanan & Co., 2,591 
and 1346; D’Arcy Advertising 
Company, 2,532 and 1,837; Mac- 
Manus, John & Adams, 2,465 and 
1,503; Horton-Noyes Company, 
2455 and 1,973; Sutherland-Ab- 
dott, 2,409 and 1,967; Walker & 
Downing, 2,371 and 2,068; Geare- 
Marston, Inc., 2,234 and 1,986; 
Ketchum, MacLeod & Grove, 2,161 
and 1.965; Meldrum & Fewsmith, 
and 1,807; 
green & Finn, 


Reincke-Ellis- 
2,039 and 


Survey Reveals 
Typical GF 
Stockholder 


New York, Nov. 15.—The typ- 
ical General Foods stockholder, ac- 
cording to a survey just completed 
by the corporation, has owned GF 
stock for 9.8 years. 

He owns stock in 17.4 other cor- 
porations. His holdings in most 
instances include stock in other 
food companies. He 
financial pages of the newspapers 
and also in most cases reads other 
financial papers. 

When purchasing stock in a cor- 
poration, the typical GF _ stock- 
holder is influenced by four fac- 
tors in this order: his own study 
and judgment; advice of a broker; 
a friend’s recommendation; advice 


reads the} 


|been appointed advertising man- 


of a banker. 

Characteristics of the typical 
stockholder are based on a pre- 
liminary study of a representative 
cross-section of common stock- 
| holders. 


to the company’s 2,000 preferred 
and 66,000 common shareholders, 
with a letter from Austin S. Igle- 
heart, president, asking the type of 
annual report they prefer. Re- 
sponses to date indicate that most 
stockholders want news of postwar 
plans and prospects. 


Named York Ad Manager 


J. Donald Smith, manager of 
the sales promotion department of 
| York Corporation, York, Pa., has 


| Questionnaires have been mailed | tober, 


‘National Flower Week 


| 


Set for Next October 


| National Flower Week, 


i. 


1945, with 
with advertisers and 
direct mail. 

Bozell & Jacobs, 


stores, 


Chicago, 


spon- = 
sored by the Society of American . . 
| Florists, will make its bow in Oc- Joins Sun Oil 
promotion 
through radio publications, tie-ins | petroleum editor of the New York 
and | Journal 


has | Petroleum 
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| will probably be selected, a time 
| when flower sales are usually off 
although the supply is plentiful. 


William W. Weston, formerly 
of Commerce and pre- 
news editor of National 


News, Cleveland, has 


viously 


been appointed to direct the pub-| joined Sun Oil Company, Phila- 


licity and public relations 


paign. 


cam-|delphia, as 
The last week in October | public relations. 


assistant director of 


ager, in charge of sales promotion, 
publicity and advertising of York | 
refrigeration and air conditioning 


equipment. 


FIRST IMPRESSIONS LAST 


You can sell today’s most responsive market 
—and influence tomorrow's markets—by ad- 
vertising to the 2,000,000 high school students 
who read and study Scholastic Magazines. 


SCHOLASTIC MAGAZINES 


220 E. 42nd Street, New York 17, N. Y. 


Once you get to know 


Because to know me~—a typical 
Cosmopolitan reader—is as good as 


"Yoo hoo, Jim Knox 
You'll want to see a lotof ME/” 


me, that is. 


look as good as they taste, too. 
So you see, those recipe ads of 
yours would be right up my alley! 


find it) then I'll eat the box your 
product comes in. 
S’help me I will! 


e's an immediate potent post-war 
According to a recent survey, 
rea families will buy when avail- 


25 Mechanical Refrigerators 
20 Washing Machines 

38 Stoves 

56 Vacuum Cleaners 


® potential market can best be 
»y advertising in the 


Buffalo 


-OURIER 
XPRESS 


Inly Morning and Sunday 
Newspaper in Buffalo 


gold. Right in your pocket. That is, 
if you should happen to be V. P. of 
Knox Gelatine Company. 

Like you. 


My fatal fascination 


I’m young, see. (The majority of 
Cosmopolitan readers is under 35!) 

That’s good all by itself. But 
there’s more. I’m married. And I’ve 
got two of the shiniest kids on the 
block. What keeps ’em that way? Me. 

Everything that goes into my fam- 
ily’s tummies is planned as carefully 
as I know how. And I plan meals to 


[‘osmopolitan 


Like Cosmopolitan is 


Designed to catch my young eye 
with those superduper stories. Writ- 
ten so well. Yep, Cosmopolitan is for 
me every month. It costs more—but 
it’s worth it to me. 


And I'm worth looking into! 


If you’re not designing those ads of 
yours to exactly my kind of young 
homemaker (young enough to be 
always on the lookout for some- 
thing new. Young enough to have 
lots of years to stay with it when I 


GREAT WRITING MAKES GREAT READING! 


KNOW WHAT, MR. KNOX? 
1 Cosmopolitan Readers are YOUNG! 
2 Cosmopolitan Readers are CITY PEOPLE! 
3 Cosmopolitan Readers have 


MONEY TO SPEND! 
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THREE 
WRITERS 
WANTED 
UPSTAIRS 


One of the nation’s largest 
advertising agencies has openings for 
three top-flight writers. 


We are not particularly interested 
whether you are a food writer, or a drug 
writer, or an automobile writer. We want 
men who can handle words with judg- 
ment and precision, and who are ready 
for a place where imagination counts. 


You will be in the big time. You will 
work on big accounts. You will like the 
manner and scope of the agency, the 
people you work with, the principles that 
the agency stands for. You will like writ- 
ing where writing is respected. 


If you are an experienced copy writer, 
good. If you are newspaperman, or 
editor, or free-lance, or scholar, can put 
words down clearly, and have a knowl- 
edge of the world you live in, we will 
make you at home in advertising. These 
jobs go beyond the war. Tell us about 
yourself. 


Box 6007, Advertising Age, 


100 E. Ohio St., Chicago 11, Illinois 


OPPORTUNITY FOR 
ADVERTISING 
LAYOUT MAN 


This is an opportunity for a good | 28 


creative layout man . who is ver- 
satile enough to turn out good roughs 
and comprehensives for magazine, 
newspaper 
tising on a wide variety of accounts 
. .. and who might like to live and 
build his future in Baltimore. 


The man we 


perience. Preferably. also. he should 


be enough of an advertising thinker | 
.. and know enough | 
to | 


and idea man . 
about artists and art buying .. . 
make him a potential art director. 


For the right man, this position offers 


security, opportunity and income con. | 


sistent with ability and performance 
. in a 32-year-old 4-A ageney with 


a well established reputation for get-| 


ting good clients and keeping them. 


Please pack into a I-page letter all 
the quick facts you would want if you 
were seeking a man for a similar po- 


sition. Address: D. Carr, Business 
Manager. VanSant. Dugdale & Co.. 
Inc.. Court Square Bldg. Baltimore 
2, Md. 


In the land of 
mountains, of trout 
and all year golf— 


Good 

ART 
DIRECTOR 
NEEDED 


Why stay cooped up in Eastern cities 
when a permanent, well-paying job 
waiting in the land where you can 
live as well as work? 


AAAA 


fast man as 


18 


Agency wants experienced. 
Art Director for Portland 
and) «Seattle offices: would live in 
Portland. If he can do finishes. par- 
ticularly figures. income will be 
larger. Write Box 6006. Advertising 
Age. 330 W. 42nd St.. New York 18 
or 100 E. Ohio St.. Chicago 11, imme- 
diately. as executive from agency will 
be in New York November 15 to 25 


25; 
in Chicago November 13 and 26. 


and other forms of adver- 


“Positions Wanted,” 
tatives Available,’ 50 cents a 
cash with order. 


The Advertising Market Place 


The rates for this department are as follows: 
“Representatives Wanted,” 
line, 
All other classifications (single insertion rates): 
$6.50 per inch. 


e in., $3.50; 1 to 3 in., 
WORKERS SUBJECT TO PRIORITY 
MUST BE CLEARED BY 


AUTHORIZED CHANNELS. 


“Help Wanted,” 
and “‘Represen- 


minimum charge $2. Terms 


REFERRALS 


THE USES OR OTHER 


EXPORT MGR, in 
| top $35,000. ADV. 
Ethical $20,000. 
| $20,000. SALES MGR.—Mfer. 
store merch’g. Nat’l jobbers. 
45. Salary $18,000. ADV. 
Bldg. Material field. Nat’l 
Mfg. one 35 to 45. Sal. 
field. Nat’l scope. 
exp. Age 35 to 
in notions, 
Washers. 
$10,000. 

} —QO. B. Motors, Boats, 
—Educat. films $7,500. 
text book field $5,200. 


So. Am. Exp. 


mfgr. 


42 $10,000. 
Must be experienced. 


Canvas 


8 S. Michigan Ave., Chicago 3 


TOP FLIGHT JOBS 
Our clients need 


Radio, 
DIRECTOR—Drug & 
MERCH.-MGR.— Heavy 
cons. 
Nat’l adveg. 
MGR.— (Same) 
$15,000. 
open to $15,000. 
Allied field OK. $10,000. 
SALES MGR.—Natl. 
drugs & dry goods field. 
$10,000. 
MERCHANDISER—Office Equip. 
Goods $7, 
SALES MGR. 


PERSONNEL CONSULTANTS 


(Matching Men and Jobs) 


Free booklet “How to Match Men and Jobs” sent on request. 


Electronic or Music Field— 
Cos. Mfg. N. Y. Prop. & 
H. H. Elec. Appl. Under 45 
merch. Know synd. chain dept. 
Big ticket items, Age 40 to 
$18,000. SALES MGR.— 
ADV. MGR.—Prop. Med. 
ADV. MGR.—Pref. exp. radio 
ACCT, EXEC.—High grade 
scope acqtd, jobbers 
BU YER—Ironers & 
BUYE wing Machines 
$7,500. MERCHANDISER 
500. ADVERTISING MGR, 
Exper, in educational and 


Sai. $10,000. 


Phone ANDover 3129 


HELP WANTED 
ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency 
in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 


will be kept in strictest confidence. 
Box 5032, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING, PUBLISHING _ 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 


| 20 YRS. ADV. 


want must have a sound | 
background of advertising agency ex-| 


SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
EXPERIENCE 
1 


THE ATLANTA JOURNAL (No. in 
| Dixie) has an opening for an artist 
|in their et ee rt art dept. Write 
|J. A. Kirkland and tell him about 


| yourself. 


Cc commission. 
for details. 


arn 20 to 25% 

lete line. Send 

season. 

WEINMAN BROS. 

325 N. Wells St., 

ADVE ah ISING 
LI 


1945 
Est. 1919 
Chicago 10, Tl. 7 
& PUBLISHING 
Positions 


United States 
GEORGE WILLIAMS—Personnel 
| 209 S, State St. Har. 2063, Chicago 
| Ady ertising Agency Wants Assistant 
Account Executive 
This growing 4A Advertising Agency, 


established 1912, wants able, young 
account man (28 to 35) as Junior 
account executive. Must be experi- 


enced in agency operation and ad- 
vertising practice. Opportunity for 
promotion dependent solely on abil- 
ity and capacity. Salary dependent 
upon experience and past earning 
record. Apply in writing giving 
family and draft status, five year 
earning and employment record, 
references, and indicate types or 
names of accounts formerly worked 
on. Address H. K. Dugdale, Execu- 
|} tive Vice President, VanSant, Dug- 
dale & Co. Ine., Court Square Bldg., 
jaltimore 2, Maryland. 


ADVERTISING MAN 
Ohio agency has excellent oppor- 
|} tunity for experienced agency man 
|} to develop a rich industrial territory 
Box 5224, ADVERTISING AGE 
100 EF. Ohio St., Chicago 11, Tll 
LAYOUT ARTIST 
Ohio agency has immediate 
for versatile layout artist. 
finished art Must be able to 
contact art accounts. Send samples 
and complete information in first 
letter 
30x 6223, 
100 BK 


Male 
opening 
Some 


ADVERT ete 


Ohio St Chicaeg 


SPACE SALESMEN 
Publishers of CHEMICAL PREVIEW 
ind FOOD PREVIEW magazines 
need two bang-up space salesmen 

one for an Eastern Territory 
one for the C area 
and opportunity both 
quantity ‘a not 
unle you can handle these sizable 
jobs and “do it on your own”. Write 
giving full details and territory 
preferred 
PUTMAN 
737 N 


AGE 
11, Il 


there 
respond 


are 
lease do 


PUBLISHING 
Michigan Ave., 


COMPANY 
Chicago 11, Il] 


a 7 


Are You 
TALENT - SHOPPING 
for 19457 


If you're in the market for 
who has had 20 years’ 
@ copywriter on a long and 
varied list of national accounts 
also as a public relations counsel (in- 
cluding 2 years in Washington with 
Donald Nelson) for newspapers 
magazines, radio (and even as a ghost 


@ man 
experience as 


writer for Congressmen) who 
knows promotion, product publicity 
and general agency operation 

who is fluent, able, energetic and just 
turned 40, then have your secretary 
write or wire me setting the time for 


an appointment 


Box 60/3 
100 E. Ohio 


ADVERTISING AGE 


Street, Chicago II, Ill 


| must 


| 


Com- | 


|} even 


|} One 


| be 


HELP WANTED 
The manufacturer of a complete “and 
well-known line of poultry remedies 
in need of the following three 
men for its advertising division. 


is 


1. An 
Advertising. 
following 
in all 


assistant to the Direetor of 
He should have the 
qualifications: experience 
phases of advertising to the 
degree that he could follow through 
on any advertising activity, associ- 
ate and closely cooperate with major 
executives of all types, and defi- 
nitely understand advertising or- 
ganization. 


who has 
the more technical 
type of copy, but can if necessary 
use a complete change of pace, style, | 
and appeal. His copy in all 
be definitely of interest 
layman. 


copy writer 
is writing 


is well 
phases 
and the 
if neces- 
idea or 


man who 
the various 


3. A production 
acquainted with 
of advertising production 
mechanics, but who could 
sary come forth with an 
a bit of e¢6py. 


In making 
of your last 
perience not 
fort, state 
expect in 
firms for 
include 
phone 


application give details 
five years of active ex- 
including any war ef- 
approximately what you 
the way of a salary, any 
which you have worked, 
with your address the tele- 
number at which you might 
reached on a Saturday or Sunday. 
information and contact will be 
in strictest confidence. 

Box 523 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
CHICAGO MANUFACTURER selling 


All 
held 


direct to retail outlets by mail 
would like to employ advertising 
counsel on a retaining fee _ basis. 
One day per week. Not interested in 
direct mail printer or letter shop 
service as we handle all our own 
production. 

Box 5232, ADVERTISING age 

100 E. Ohio St., Chicago 11, 1 


EACELLENT OPPORTU NIT $ 
For ADVERTISING MANAGER 
of the country’s largest national 
distributors of a popular construc- 
tion product seeks a competent, 
thoroughly experienced advertising 
and sales promotion manager. Back- 


xround in building field helpful but 
not essential. The man we select 
should be a capable merchandiser 
with national advertising experience 
and be able to coordinate advertis- 
ing program with sales. This is an 
advertising agency. If you feel 
qualified, send complete details of 
your experience, qualifications, ref- 
erences and recent photograph. 
State salary 

Box 523 ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, Ill 
PRODUCTION MAN—preferably one 
with some creative ability. Small 
but expanding Chicago Advertising 


| by 
|agencies in 


| 


written | 


cases 


to the | 


} 
| 
| 
} 


| ADVERTISING 


} Sumer 


| For 


| tical 


| SALES 


‘Home Building Company 


Advertising Age, 


WANTED 

SALESMAN 
middle west 
Trade 
opportunity 
Write in full 


HELP 
ADVERTISING 
For Chicago and 
two flourishing ABC 
Liberal salary with 
a real solid man 
Publisher 8S. G. Krivit, 
881 Fourth Ave., New York 16, N. Y 
WANTED—ACCOUNT EXECUTIVE 
one of the larger industrial 
New York City. Give de- 
tails of experience and salary de- 
sired. | 
Box ADVERTISING AGE 
330 W. St., New York 18, N. Y. 
WANTED 
Experienced market research man to 
take over market research division 
of growing management organiza- 
tion. Salary and share in profits of 
division. 

Box 5237, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
EXCEPTIONAL OPENING 
For an Associate Editor by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with today’s 
hotel operation. Must ‘ve draft 
exempt. Apply by letter stating 
background, experience and salary 

expected. 
ADVEI 


Box 5238, 
100 E. Ohio St., 


for 
Papers. | 
for 
to} 


o296, 


$2nd 


RTISING 
Chic ago 11, 11, 


LAYOUT MAN 

Fine opportunity with aggressive, 
long-established 4-A Agency in 
Philadelphia. A figure man, good 
on pencil roughs and “‘comps’’, with 
a nice sense of design would be a 
natural for this opening. Give full 
qualifications in first letter. 

Box 5243, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
New Building Paper featuring dis- 
tribution, has opening for represen- 
tation, Phila., Ohio, Pittsburgh, De- 
troit, Chicago, New England terri- 


tories. 

Box 5245, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 
~ POSITIONS W. ANTE D 
~ EXCELLENT LADY ARTI sT 
Desires position with Advertising 
Co. and Sales Promotion work or in 
some line requiring fine taste and 

judgment. 

Miss G. G. Howard, 

6078 Newburg Ave. 
Chicago, Ill. Phone: New. 1287 
NUTRITIONIST, college girl, B. 8. | 
degree, young, attractive, some ex-| 
perience, desires posit ion in food | 
field in New York City 
Box 5215, ADVERTISING AGE 
W. 42nd St., New York 18, N. Y. | 
ASSISTAN T—24,| 
Veteran. 4 years Pace, C. C. N. Y.|} 
Merchandising, and selling -an | 
| 
| 


AG r EK 
hs 


Ze 


330 


ence. Capable, ambitious. 
Box 5182, ADVERTISING AGE 
2320 W. 42nd St... New York 18, 
AUWV. MGR.—for Chicago Mfr. 
needs ideaful, hard - hitting, all 
around ad man to help make post- 
war plans click. 12 years mfg. and| 
4A agency experience, national con- | 
and industrial magazine, | 
direct mail, promotion, research, | 
Age 38. Write. | 
Box 5233, ADVERTISING AGE | 
100 E. Ohio St., Chicago 11, Ill. | 
PRODUCTION MAN 
advertising agency or manufac- | 
turer in Chicago. 25 years experi- | 
ence in advertising and allied field. | 
Age 42, draft haa! a 
Box 5239, VERTISING AGE 
100 E. Ohio Bt , Chicago 11, Il. 
SALES PROMOTION 10 years ex- 
perience wee counter and window | 
displays. ales conventions and} 
Trade Show “Exhibits. Expert prac- | 
knowledge and ideas. vail- 
able to your sales promotion de- 
partment. Age 33. Starting salary 
$3500, and room to grow 
Box 5240, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
PROMOTION, RESEARCH, | 
Merchandising, Successfu pack- 
ground. Seeks Angeles oppor- 


tunity. 
AGE 
Il 


NN. 2%. 
who | 


Los 


Box 5241, 
100 FB. 


ADVERTISING 
Ohio St., Chicago 11, 


Yankee Appointed 


Yankee Writing Service, Guil- 
ford, Conn., has been appointed | 
advertising counsel for the D. H. 


Grandin Milling Company, James- 
town, N. Y., and O. A. Newton & 
Son Company, Bridgeville, Del. 


Form Mass Production 


A mass production home build- 
ing company, Precision - Built 
Homes Corporation, has been 
organized to merchandise homes 


ers, contractors, retailers, insur- 


|}ance companies and lending insti- 


Service. Organization has very in- 
teresting primarily a_ production 
job, but scope of work can be 
widened for man who shows 
promise Write, giving adequate 
outline of experience and salary 
level, : 

Box 5244, ADVERTISING AGE 

100 E. Ohio St., Chieago 11, Tl. 

é SALESMAN 
Wanted by photographie studio pro- 
ducing high priced advertising, 
fashion, black and white and color 
photographs State background. 


Ox 5235, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ACCOUNT 
EXECUTIVE 
Established, medium-sized, 4-A 


agency is looking for an experi- 
enced man who has creative abil- 
ity and can write. We are not lo- 
cated in New York. We offer the 
right man security, congenial sur- 
roundings and associates, and 
plenty of hard work at good pay. 
Please give full details, 
salary range, in your first letter. 
Box 6011, ADVERTISING AGE. 
100 E. Ohio St., Chicago 11, Ill. 


including 


| contractors, 


tutions. 


The corporation, financed by | 
dealers in building 
supplies and others in the housing 
industry, has a capital of $1,000,- | 
000. President F. Vaux Wilson | 
Jr., who is also president of Homa- 


sote Company, Trenton, N. J., said 


| 
through department stores, build- | 
| 


Adv. Mgr. — Dir. Publ. 


Mid-west retail store. Exe. rating. 

Good future. Under 40 years age. 

4 COPYWRITERS to $7,500 
Under 40. Agency experience 

3 PRODUCTION MEN: exp $5,000 | | 

COPYWR: Female; mail order $300 || 

COPYWR: Female; agency exp. $275 


M. L. BARNARD 
Advertising Director 
Castle, Barton & Associates 


220 S. State Street, Chicago 4 


| the 


November 20. 1944 
new company will mer. jg; 
dise houses direct to licensec «0, 
structor-builders, who will 
fabricating plants in major 


|| 


; a le A | 


RESEARCH 
DIRECTOR 


The Research Director we 
looking for has the confid: 
and respect of the research 
profession. He has an excel. 
lent record of accomplish ont, | 
His experience includes Radio | 
research. He does not live with 
a comptometer ivory 
tower, but understands the 
practical value of good research 
to business and advertising. 


are 


ce 


in an 


To such a man we will offer a 
salary commensurate with the 
growing importance of research 
in our industry and our com. 
pany. 

Give complete details in first 
letter. All letters will be held 
in strictest confidence by us. 


Write: Box 6016, Advertising 
Age, 330 W. 42nd St., New 
York 18, N. Y. 


A RARE OPPORTUNITY 
AND A FIVE FIGURE 
SALARY FOR A TOP 
NOTCH COPYWRITER 


This is no ordinary hum-drum job. Ii 
calls for a man who has had major 
league experience, with far abov 
the average skill and imagination 
He must be a versatile writer, Well 
grounded in merchandise promo: 
tion, and capable of handling and 
supervising a large volume of work 


He must be a stylist, but not (oo 
much of an individualist to work 
with a group. He must be high 
creative, and well grounded in th 
practical application of ideas 
successful agency-client relationship 
Most of our clients are important 
users of magazine space. A_ high 
percentage are leaders in their © 
spective fields. 


to 


This is one of America’s fastest grow- 
ing agencies. We operate com 
pletely staffed offices in Chicago 
and New York. This position 
with the Chicago organization. 
Interviews will be granted or) | 
those who give us their complet 
background of employmen!. (© 
gether with specimens of copy writ 
ten, and a list of accounts » rved 


You may reply in strictest confi ience 


Our staff knows about this «cve! 
tisement. 
Box 6010, ADVERTISING \GI 


100 E. Ohio St., Chicago |, I! 


WANTED 
ADVERTISING SAL 5 
REPRESENTATIVE 


A nationally known organiz 
sential industry) with head«a 
Cleveland, having several indus 
technical publications in the 


has an opening for a young, 
representative to cover the east 
tory out of the organization’s 
office. 


It would 
had some experience 
an advertising 


field, 


if the 
in space 
igency 
or knows the eastern tert 


be helpful 


or in 


All employees know of this 


If 


sche 


interested 
ling, previot 
phone num! 


, 
send complet 
1s experier ce, 
starting salar 


eT, 


Box 6014, ADVERTISING 4 
330 W. 42nd St., New York |! 
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n job, It 
ad major 
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gination 


iter, well 
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Froanded ‘C10 
News’ Considered 


by Union Leaders 


/ore Advertising, | 


ewsstand Sale | 
‘cluded in Plan | 


ington, Nov. 15.—Now that | 
the C1O, through its Political Ac- 
tion Committee, has made its 
| il power evident to the en- 
re country, its Washington pub- 
people are toying with the 
f making their CIO News a 

circulated spokesman for 


lr 


jaea 


wide 
lab views on national and in- 
tern: onal affairs. 

Fraught as it is with all the nu- 
mer‘ problems of building a 
general circulation publication, the | 
CIO project would call for an in- 
crease in the amount of advertis- 
ing carried in the paper, and 


would offer for the first time an 
advertising medium with a pre- 
dominately labor circulation avail- 
able at standard rates. The News 
js the national CIO paper, each 
international union, and hundreds 
f locals, having other papers of 
their own. 

The plan is still in an embryo 
tate, and it may never get by 
the higher eschelon of labor offi- 
jaldom in this form, but those 
yho are developing the idea vis- | 
alize CIO News as a publication 
wailable on newsstands, and gen- 
rally accepted as an authoritative | 
arometer of labor’s position on | 
ational issues and legislation. 


Guaranteed Circulation 


Even with its present setup, | 
vhere it serves chiefly as a house | 
rgan, the publication is courting 
ndvertising. Under the business- 
ke management of Harry Gantt, | 
who serves as its national repre- | 
ntative, it has published a rate | 
ard which guarantees a circula- | 
on of 630,000 a month. 
Unlike most labor papers, the | 
ews caters largely to national | 
ivertisers. Though much of the} 
today is institutional, Mr. | 
bases his selling on the! 
nerits of labor papers as a sales 
medium. ‘“‘We’re the high wage 
arners,”’ he says of the CIO peo- 
le who read the News, and ‘“‘we’re 
oyal to the labor press.” 


‘ontt 
yan tl 


On this basis, before the war, | 
lO had advertising from Ford, 
Nillys, Coca-Cola and nearly a 
ndred others. Its advertising 
las been better than ever this} 
ear, and it plans to increase lin- 
ge in the future. 
Labor papers, since they are 
marily interested in serving 


embers instead of making | 
rofit, have a number of unusual 
blems in handling advertising, 
Gantt points out. For one 
there is a limit to the| 
they can take—though he | 
adds that CIO News has 

to reach that point. 
i nother, they must dispel 
he notion that there is any rela-| 
between the immediate | 
roblems of a plant, and its 
e of advertising space in 

rr press medium. 


Jo 


ome Refuse All Copy 


IO President Phil Murray in a 
ter several months ago warned 
CIO unions should scrupu- 
ivoid “holdup” tactics in 

g advertising for their in- 
union papers. Scared by 
implies, several unions | 

used to handle any ad- 

in their publications. 

like the Textile Workers, 

ng to the point where they 


WANTED: 
ALES MANAGER 


ad ninant mid-western manufac- 
‘vrer Must have experience with no- 
on small sundries in dry goods, 
rug ad syndicate outlets. Excellent 
°PPo nity for right man. Write fully 
Oivir 


xperience and salary desired. 


,.. 6008 — ADVERTISING AGE 
#00 42nd St., New York 18, N. Y. 


ising Age, November 20, 1944 


| will not accept institutional copy. 


In dealing with an important 
automobile manufacturer recently, 
for instance, CIO found that he 
was reluctant to buy space from 
them because he was having trou- 
ble in his shop. 

If the CIO News goes national, 
members of its staff hope that its 
position as an advertising medium | 
will be more clearly defined. At 
present it is distributed on the}! 
basis of subscriptions which go for 
$1 a year, frequently paid for each 
member by unions from their 
funds. Final decision on the future | 
of the News must be made by top| 
officials, but staff members hope | 
to experiment with newsstand | 
sales before the next year 


| 
Graves Joins Hickerson 


Rita Graves, formerly managing 
editor of “Compass Points,’’ house 


organ published by Gibbs & Cox, 


New York naval architect and 
marine engineer, has joined J. M. 
Hickerson, Inc., New York, in 
charge of traffic, research and 
editing. 
To Clearing Machine 
William F. B. Henderson, for- 
merly general manager of the 
plumbing wares division and di- 


rector of services of Briggs Mfg. 
Company, Detroit, has been ap- 
pointed vice-president and general 
manager of Clearing Machine Cor- | 
poration, Chicago. 


| 


is out. Hudson Promotes Young) 


W. E. Young, formerly Denver | 
zone manager of Hudson Motor 
Car Company, has been promoted | 
to Pacific division sales manager | 
at Los Angeles. He succeeds How- 


55 


ard P. Grove, who has been named | east division with headquarters in 
sales manager of the new North-| New York. 


EXCEPTIONAL OPPORTUNITY FOR 
TOP PROMOTION MAN 


Old and successful agency, with widely diversified accounts 
in package goods, automotive and specialty fields, wants 
outstanding promotion man for permanent position in con- 
nection with its automotive business. Right man will be ex- 
perienced creative producer, thoroughly trained in modern 
techniques, but background must also demonstrate ability to 
plan complete programs from ground up. Work will be in 
Detroit and will include continuous contact with client per- 
sonnel. Fine opportunity for permanent connection. Write 
fully, giving age and careful outline of your background. 
Box ‘i. ADVERTISING AGE, 100 E. Ohio St., Chicago 
11, Wl. 


Do women prefer to poison their victims? . . . 
Let’s look first at the case of Lydia Sherman. 
After her husband, a New York patrolman, had 
been faithfully bringing home the bacon for 
17 years, she slipped enough arsenic to massacre 
an elephant into the stew she served one night 


to him and their six children. 


After a brisk courtship of two weeks, she mar- 
ried 75-year old Dennis Hurlbut. He made the 
error of willing her $10,000. A light dusting of 
arsenic over his oatmeal, and the money was 


hers! 


Nelson Sherman, a widower, was Lydia’s third 
4 love match. His daughter and her baby brother 
were unequal to Lydia’s arsenic-flavored soup. 
Soon afterward, daddy got his in a growler 
of beer. 


* *e ¢* &*& & 


Now let’s flash back to a merry gathering of 
Roman housewives in the 1600’s. They are ex- 


3 SB ‘ ii x 


changing recipes, as their clubroom rings with 
girlish laughter—recipes for the kind of poi- 
soned biscuits that wealthy and senile husbands 
go mad about! History has jost count of the 
number of the sorority’s victims, but it is re- 
corded that twelve teen-age widows—still mourn- 
ing their dear departed spouses—were hanged. 
x * ££ &k & 

These illuminating episodes were selected from 
“The Female of the Species”, a column devoted 
to feminine crime, which appears in Inside 
Detective. It is a feature read with intense, if 
somewhat grim, interest by hobbyists in crime 
detection and law enforcement technique. 

This hobby interest cuts across all age and 
economic levels, and gives the Dell Detective 
Group a readership that is a cross-section of 
the urban male population . . . an ideal market 
for any product with man appeal! 


DELL 


DETECTIVE GROUP 


DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, N. Y. 
World's largest publisher of fact-detective magazines—and detective mystery books, featuring 
Agatha Christie, Rex Stout, Helen Reilly, Carter Dixon, Fllery Queen and other noted writers 
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Deer Joins MacLean 
Norman W. Deer, formerly art 

director of Spitzer & Mills, To- 

ronto, has been appointed editorial 


lishing Company, Toronto. 


art director of the industrial news- | Smith & Son, Toronto agency, and 
paper division of MacLean Pub-|Hugh C. MacLean Publications, 


W. J.|has joined the art department of 


McReynolds, previously with R. C.| this division. 


RADIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y. 


Kindly send me a copy of your ‘SURVEY OF THE RADIO-ELEC- 
TRONIC FIELD" together with your booklet "LOOKING AHEAD IN 


i MERCHANDISING ELECTRONICS AND RADIO." 


I Name . 


P. O. Zone 


i 


ee 


No 


AS SEEN THROUGH 


RADIO-CRAFT’S 


NATION-WIDE SURVEY 


After the war it will be possible 
for an executive, seated at his desk to 
see what is going on in any corner of 
his plant. By merely pressing but- 
tons, one operation after the other 


will be projected on television screens. 


A new development would be to 
project your nation-wide prospects on 
a screen, enabling you to size them 
up properly. The nearest approach 
to this is the RADIO-CRAFT Survey. 
Instead of pressing buttons, impress 
a postage stamp on a letter and re- 
ceive a mental image of thousands of 
radio-electronic technicians — pros- 


pects for your products. 


You will then readily understand 
why RADIO-CRAFT stands so high 
in their estimation. It is the maga- 
zine that tells them what is available 
—how it is constructed—how to use 


it—and how to maintain it. 


Send for the Survey and get a 
“television” of your prospects. 


Yay’ 


with 


FraADIO 
“RAL a 


* AND POPULAR ELECTRONICS * 


Advertising Age, November 20. | 


Women Increase 
Use of Beauty 
Aids, Study Shows 


New York, Nov. 14.—A poll of 
the beauty and cleanliness habjts 
of 1,000 women readers of Faw- 
cett’s magazines reveals that 28.9% 
bathe every day in winter and 
64.8% in summer. 

The survey, which shows a 
marked increase in use of a variety 
of beauty preparations, further 
reveals that 1.5% of the Fawcett 
women readers bathe more than 
once a day in winter, while 9.9% 
take more than one bath a day in 
summer. 

The number of women using 
beauty foundation creams this 
year is 12% greater than in 1943, 
according to the poll. There has 
also been a rise in the number of 
women using special creams for 
bleaching and stimulating pur- 
poses. Cream cologne, a product 
brought to the front when alcohol- 
base colognes became scarce, is 
reported to be growing rapidly 
in popularity. 

More women, the survey indi- 
cates, use perfume today than for 
a number of years past. An in- 
crease in the purchase of expen- 
sive brands is reflected in the fig- 
ures. An $18-an-ounce perfume, 
for example, is said to have gained 
6% in sales this year over 1943. 


Lux Tops List 


The three soaps most favored 
|for both hands and bath were 
| given as Lux, Ivory and Palmolive, 
|in that order. For the face, soaps 
|favored were Lux, Palmolive and 
Ivory. The three most popular 
face creams were Pond’s, Wood- 
bury and Lady Esther. Kleenex, 


Pond’s and Sitroux were the tis- 
sues favored. 
Brands of 


stimulating cream 


were topped in preference b) 


Wallace Hopper, Hudnut 
Helena Rubinstein. Most f 
colognes or toilet waters 
Evening in Paris, Lenther 
Hudnut. Bath powders whi 
the most votes were Even 
Paris, Cashmere Bouquet 
Avon. The bath salt vote w 
Wrisley, Bathasweet and 
Lentheric, Lelong and 

topped the cream cologne li 


‘Norte’ Surveys Expo: 


Ss 

Appoints G. V. Butler 

“You and Your Competitors jp 
Latin America as Seen by the 
Readers of Norte,” survey o! 109 
types of American expor's. j 
being prepared for Nov. 30 distr; 
bution by the publisher of Norte 
Household appliances, foods, elec. 
trical products, cosmetics, drys 
products, automobiles, tires, cloth. 
ing and sports equipment are jp. 
cluded in the products surveyed 
Competitive product ownership 
and purchases for Mexico, Cuba 
Central America, and South 
America will be shown. Export 
advertisers and agencies may ob- 


tain copies without charge from 
the magazine’s New York office. 


101 Fifth Avenue. 

G. Vincent Butler, 
with Hixson - O’Donnell 
tising, New York, and 


Latin American edition. 


Joins Radio Firm 


Helen Heinz, for 14 years with 
the National Broadcasting Com- 
pany, has joined Radio Advertis- 
Miss 
Heinz had been supervisor in the 
guest relations department, assist- 
ant to the production manager and 
a member of the press department 


ing Company, Chicago. 


while with NBC. 


formerly 

Adver- 

export 
advertising manager of the Car- 
rier Corporation, Syracuse, N. Y,, 
has been appointed assistant east- 
ern advertising manager of Norte’; 


. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


TRY THIS ON YOUR PHONE 


Ad-Setters + Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


PRINTING 


DAY AND NIGHT SERVIEE 


CONE ® BELDING 
\ ( 


ld 


poo 


rresens 


He Norwicn PHARMAC AI 


COMPANY 


Letters An Editor 
LIKES to Receive 


Circulation and advertising leadership, as offered 
by the Gazette, are of even greater value to an 
advertiser when supplemented by intelligent mer- 


chandising cooperation. 


Letters like these (two picked from many received) 
—show us that advertisers and agencies appreciate 
helpful, sensible merchandising assistance in this 
field. Tell us how we can be of assitance to you. 


National Representat 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economics! 
handling of 
your production 
requirements. 


— 


SCHENECTADY 5 
HI 


REYNOLDS-FITZGERALD, INC., 


4 
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945 Ad Budget 
o 1,550,000 


yntinued from Page 1) 
* and that the roads plan 
n as many additional cars 
D ble to meet increased war- 
‘me demands. The carriers also 
sidering a plan to increase 


BURTON 
Bi OWNE 


ADVERTISING 


* 


DEL. 3800 


| 
| 


| York. 


ising Age, November 20, 1944 


car rentals, now based on a “dol- 
lar-per-diem” rate charged for 
each car rented by one railroad to 
another. 

The railroads, he said, will take | 
no action on the Pullman Com- | 
pany’s proposed sale of its sleep- | 
ing car division pending a court} 
decision in the case. | 

Praising the efficiency of railroad 
operations under difficult condi- 
tions, Col. J. Monroe Johnson, 
ODT director, said the carriers | 
now face the burden of supporting | 
two full-time wars simultaneously | 
and that the West Coast must! 
effect “an incredible increase to} 
keep the Pacific war moving.” | 

Two new directors were named | 
at the meeting, F. G. Gurley, presi- | 
dent and chairman of the execu- | 
tive committee, Atchison, Topeka | 
and Santa Fe, and G. Metzman, | 
president, New York Central Sys- | 
tem. 


Mactadden Names Brett 


William J. Brett, previously | 
with American News Company, | 
New York, has been appointed | 


chain store sales manager for Mac- 
fadden Publications, Inc., New| 


| 


“\.. to serve the public interest, convenience and necessity .. . 


|a year. 


| 


} 
| 


,.- Mectns 


|by 20 to 25% 


| newspapers 
| areas, 


Bureau Names Six 
Regional Heads in 
Expansion Plan 


New York, Nov. 16.—Six news- 
paper executives to serve as re- 
gional chairmen in organizing the 
expansion plan of the Bureau of 
Advertising, American Newspaper 
Publishers Association, have been 
announced by Irwin Maier, pub- 
lisher of the Milwaukee Journal, 
and general chairman of the Bu- 
reau’s expansion cOmmittee. At 
the same time other members of 
that committee, appointed by Roy 
D. Moore, chairman of the Bureau, 
were released. 

In the first nine days after the 
plan was submitted to every daily 
newspaper in the country (AA, 
Nov. 13), acceptances were sent in 
of the Bureau’s 
United States membership, Mr. 
Maier revealed. Few refusals were 
received, he said, adding that the 
acceptances, a substantial number 
of which were from non-members 
of the Bureau, came from news- 
papers of all sizes, ranging from 
those willing to pay the maximum 
subscription of $20,000 annually to 
those paying the minimum of $100 


The six regional chairmen in- 
clude: East—Richard W. Slocum, 
Philadelphia Bulletin; South — 
George C. Biggers, Atlanta Jour- 
nal, president, Southern Newspa- 
per Publishers Association; Mid- 
west—Lee P. Loomis, Globe-Ga- 
zette, Mason City, Ia.; Rocky 
Mountain area—T. J. Mullin, Salt 
Lake City Tribune and Telegram: 
Southwest—E. M. Dealey, Dallas 
News, and West—Norman Chan-| 
dler, Los Angeles Times. | 

Expansion committee members, | 


‘each of whom has been assigned | 


groups of states for contact with | 
published in their} 


are: Henry W. Manz, Cin-| 


|cinnati Post, president, Newspaper | 


| Advertising Executives 


is the way all radio station licenses read. Here at WFIL we are 


inclined to make a more than literal translation of these words. 


Superlative coverage of all local events is assured through the 


maintenance of a large staff of special events men. For example: 


On one public service program—“This Week In Philadelphia,” a 


compendium of the week's happenings in the Quaker City and 
broadcast each Sunday—174 separate events were covered in 
nine months. In the same period the 
WFIL mobile unit traveled 3,000 
miles picking up events of a civic 
nature. And each week more than 
sixteen hours of broadcast time are 
devoted to public interest programs. 

I's because of this unequaled 
public service that WFIL has earned 
the reputation of being truly ‘'Phil- 
adelphia’s Own Station.” It's be- 
cause of the far-sighted policy of 


taking an active part in community 


affairs that WFIL is known to 
Philadelphians as ‘Philadel- 


phia's Most Progressive Radio 
a ” 


A BLUE NETWORK 
AFFILIATE 


x 560 KC 


Represented nationally by The Katz Agency 


all 


DELPHIA’S MOST PROGRESSIVE RADIO STATION 


|Cleveland Press, 


| ciation; 
| Peru, Ind.; Buell W. Hudson, Call, | 


Hamilton, 


| Claskey, 
|nal; G. Raymond Long, Courier- 


Associa- | 
tion; Herbert W. Moloney, Paul | 
Block & Associates, president, | 
American Association of Newspa- | 
per Representatives; Frank H.| 


Meeker, Osborn, Scolaro, Meeker | 


|& Co., president, Newspaper Rep- 
| resentatives 


Association of New 
York; Arba J. Irvin, John B.| 
Woodward, Inc., president, News- | 


|paper Representatives Association | 


of Chicago; Samuel H. Kauffman, 
Washington Star; William E. Rob- | 
inson, New York Herald Tribune; | 


' Vernon Brooks, New York World- | 


Telegram; Russell L. Simmons, 
president, Na-| 
tional Newspaper Promotion Asso- 


Joe H. Nixon, Tribune, | 


Woonsocket, R. I., chairman, New 
England Newspaper Advertising 
Bureau. 

Also, Fred I. Ker, 
Ont.; Frank E. Tripp, 
Gannett Newspapers; Charles F. 
McCahill, Cleveland News; Ear] R. 
Chapman, Journal, Flint, Mich.; 
Wilson Condict, St. Louis Globe- 
Democrat: George Hartford, Chi- 
cago Daily News; Henry M. Mc- 
Louisville Courier-Jour- 


Spectator, 


News, Elgin, Ill.; Don Anderson, | 

State Journal, Madison, Wis., and 

|James E. Egan Jr., New York 

Times, 

Drug Firm to McK&R 
McKesson & Robbins, Bridge- 


port, Conn., has acquired the busi- 
ness and name of Brannon & Car- 
son Company, 85-year-old drug 
firm of Columbus, Ga. The firm, 
which serves sections of Alabama 
and Florida as well Georgia, 
will be operated as the Brannon & 
Carson division of McKesson. 


as 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 


by the thousands daily—each copy read 


by many, and passed on from shift to 
shift—each opy working 24 hours daily 
to bring you coverage of today's best 
spending customers 00,000 readers 
daily! 

* * THE *« x 


NEW HAVEN, CONN. 
JOURNAL-COURIER 
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As a matter of fact-- 


by Judge Drumwagon 


We are prone to say glibly “I have every 
confidence in the Future.” But how many 
of us dare say—‘“I have every confidence in 
my Future?” Indeed, here we have two 
horses of very different colors. 


* 


Responsibility for “the” Future is easily 
shifted on to other people’s shoulders. But 
“my” Future lies squat and solid on my 
doorstep. 


* 


The Future of the weekly newsmagazines 
rests on a safe and solid foundation. For as 
long as there is NEWS there will be active 
demand for news from active and news- 
requiring people. 


* 


So, (barring unthinkably maladroit mis- 
managing) magazines like The United 
States News, Time, Business Week and 
Newsweek can have every confidence in 
their collective Future. 


* 


And this confidence can be capitalized and 
safely exploited by the advertiser whose 
prime market is primarily the men who 
guide the destinies of America’s industry 
and business, its agriculture, its institutions 
—the destiny, in fact, of America itself. To 
these men (and their families) the siren 
song of every advertiser can be carried at 
the minimum of cost and with the greatest 
assurance of keen attention. 


* 


AS A MATTER OF FACT it is per- . 
haps not too much to suggest that the | 
ADVERTISING EXECUTIVE who 
thoroughly explores all the obvious (as well 
as the latent) virtues of the weekly news- 
magazines, may say with respect to his own 
advertising problems, “I have every con- 


fidence in my Future.” 


Judge Drumwagon's column is sponsored 


and financed by The United States News. 
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a To Goodkind, Joice 


Priebe & Sons, Inc., Chicago, has 
appointed Goodkind, Joice & Mor- 
iF gan, Chicago, to handle advertising 


of its poultry and egg packing 
plants and_ hatcheries. Radio, 
newspapers and direct mail will 
be used. 


The South Bend Tribune has a circulation of 47,569 in the 
South Bend city zone—or 123.5 percent of family coverage. 
The circulation of the biggest paper in Chicago has only 
12.2 percent family coverage in this city zone. Thus, in this 
zone the circulation of The Tribune is more than 10 to | 
larger than the Chicago paper. 


Talk is easy—a representative of any big city newspaper can 
loudly proclaim “complete coverage.” Figures, however, in 
South Bend prove the fallacy of such an assertion. 


According to the A. B. C., the South Bend city zone includes 
both South Bend and Mishawaka. The population is estimated 
at 142,500. This is certainly a worthwhile audience in a war 
production center, where people continue to make big money. 


This inviting post-war market can be reached thoroughly 
only by using The South Bend Tribune—total circulation 
more than 82,000—the only daily paper in St. Joseph County. 


The South Gend Cribuney 


Newspapers Get Immediate Action” 
STORY, BROOKS & FINLEY, INC. National Representatives 
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Drug Industry 
Will Aid Vets 
in Co-op Drive 


(Continued from Page 1) 


ries six cartoon illustrations. Five 
depict persons with the wrong ap- 
proach to the returning vet—the 
“Gloom,” a tearful lady “guaran- 
teed to set any convalescent 
soldier back two months”; ““Home- 
front Hero,” who insists on telling 
the soldier about such homefront 
sacrifices as going without butter; 
ithe “Lady with Saucer Eyes,” who 
stares at every disabled vet as 
though he were a sideshow per- 
former; the civilian who wants to 
know all the gory details, and the 
chap who is far too hearty in tell- 
ing the injured veteran he “hasn’t 
changed a bit.” The sixth panel 
shows “The Man We Hope Is You” 
—the man who “Asks no ques- 
| tions, weeps no tears. Just treats 
| returning soldiers like people he’s 


' | glad and proud to welcome back.” 


| Typical brief radio transcrip- 
| tions to be used in the campaign 
were also presented. They reiter- 
ate the theme that the war-weary 
veteran wants no elaborate display 
| of sympathy, no charity, no “herc 


stuff.” All he wants is to be| 
| treated as a normal human being, | 


to “get back into normal civilian 
| life.” 
| ; 
| For Average GI 

The drug and cosmetics drive 
will be directed to the family and 
|friends of the average GI, rather 
than to those of serious casualties. 


| 


| The point will be stressed through- | 


|out that even the soldier who 
comes through almost unscathed 
| will be a changed, mature person 


|} with many readjustments which | 
‘will require tact and understand- | 


jing on the part of those around 
him. 

The campaign was outlined at 
yesterday’s meeting by Harold B. 
| Thomas, chairman of the Council. 
| It was prepared by Doherty, Clif- 
ford & Shenfield, New York, vol- 
unteer agency. Maj. Gen. Norman 
T. Kirk, Surgeon General of the 


ard H. Montgomery of the Navy 
described work being done by the 
| services for the wounded and dis- 
abled before returning them to 
civilian life. Major General Kirk 
said that deaths among severely 
| wounded in this war had been 
|reduced to 3%, as compared with 


| 


| 


| 
| 
| 


| War Department, and Capt. How- | 


| 


8% in the last. He stressed the | 


vital part being played by new 
drugs and medicines in saving 
lives and in restoring the wounded 
to normal health. 

Lee M. Bristol, vice-president in 
charge of advertising, Bristol- 
Myers Company, is chairman of 
the policy committee of the Drug, 
Cosmetics and Allied Industries 


will be prepared by the War Ad- 
vertising Council but will be 
placed by the advertiser’s own 


"agency. 


Texas Network 

Appoints Cagle 

| Gene Cagle, manager of the 
Texas State Network since 1941 
and manager also of one of its sta- 
tions, KFJZ, Ft. Worth, has been 
elected president of the network, 
which is made up of 16 stations in 
15 Texas cities. He was also 
elected president of KFJZ. 

Mr. Cagle entered radio as an 
announcer for KFJZ in 1933, four 
|years later became commercial 
manager and was appointed man- 
ager in 1938. 


Named Business Manager 

Knowlton Parker, advertising 
and promotion manager of the St. 
Joseph News-Press and Gazette, 
has been appointed business man- 
ager of the two papers. 


Zurhorst Adds New Post 

Charles Zurhorst has been ap- 
pointed assistant and press repre- 
sentative for Mutual’s “American 
Forum of the Air,” a post he will 
carry in addition to that of di- 
rector of public and press relations 
for WOL, Mutual’s outlet in Wash- 
ington, which he has held for the 
past five years. 


| 
| 


Committee. All ads in the series | 


| 
| 
| 


| 


FC&B Names Senzer 
N. Y. Copy Director 


Sidney Senzer, formerly associ- 
ated with Pedlar & Ryan, New 


Advertising Age, November 2 


with Newell-Emmett C 
New York, as copy grou 
and account executive for | 


York, in an executive capacity and | office. 


has joined Foote, Cone & 
as copy director in the Ne 
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ITS TEN-YEAR LEADERSHIP 


im CITY Zou... 


Mi 


I 


ION-STAR 


s) A Good Newspoper 


hea 
year 
ld hy 
Yor 


IN 


WAM 


This is the Belgian Congo 
Calling WTAG, Worcester 


This call marked the first time a series of broad-, 
casts has ever been directed from Leopoldville fo an 


individual station in the United States. 


These and similar broadcasts were part of Belgium 


Week in the ‘Worcester and the World” series 


signed to bring to the people of Central New Enoland 


a better understanding of the peoples of the | 
Nations. Each week, dignitaries and represent 
of the respective countries such as Dr. Jan Pap 
Minister Plenipotentiary of Czechoslovakia, cor 
Worcester to participate in the WTAG Public | 
broadcast from Clark University, to speak to 

and college groups, social and civic meetings. 


The OWI bases a world wide broadcast on 
week's “Worcester and the World’’, and recor 
highlights on film. Associated Press and news; 
here and abroad have devoted many columns t 
project. All of Canada heard WTAG’s special C 
Week programs. 


major 


Such an undertaking stamps WTAG agai: 
again as a BIG Station, creating and producing 
that are BIG. Measure Central New England 


importance as a market, 


then by W 


amazingly high Hoopers. The one approach t 
highly industrialized market and high-wage-e 
audience, is from the INSIDE — from Worces'! 
through WTAG. 


PAUL H. RAYMER CO. National Soles Representotives 


WAST WORCESTER 


WAG 


OWNED AND OPERATED BY 
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Adi 
Renew Attempt 
to Pass Lanham 
Trademark Bill 


yw shington, Nov. 16.—The per- 
enn. | Lanham bill to increase the 
jega. protection afforded to trade- 
ma holders has popped up un- 
tedly in these closing days of 
‘th Congress, with the racing 
hal of the Senate clock seem- 
the factor deciding whether 
t this seven-year-old meas- 
ill get on the statute books. 
Er oying almost unanimous sup- 
from the nation’s leading 
lawvers, the bill, engineered 
gh the House by Rep. Fritz 
im of Texas more than a 
ago, has languished in the 


Senale until revived by Senator 
Claude Pepper today. 


Uniess Pepper and his Senate 
subcommittee can agree on 
a program within the next few 
jays, however, the bill will die 
' the 78th Congress and face 
the task of starting its legislative 
ourney anew with the incoming 
79th Congress. 

At hearings this week, repre- 
sentatives of the NAM and bar 
association pleaded with the com- 
mittee to forget the many ad- 
mittedly minor changes which had 
yeen offered and to cOncentrate on 


mmediate passage of the bill. 
However, attorneys for several | 
government agencies, including | 


State Department, offered objec- 
tions which would make speedy | 
action impossible. 


the Department of Justice and | 


BOAKE CARTER 


| 
Hollywood, Nov. 16. — Harold} 
T. H. (Boake) Carter, 46, network | 
ews commentator, died tonight 
t Hollywood Hospital. Following 
is morning broadcast on Mutual | 
for Durkee Famous Food products | 
nd The Mentholatum Company, | 
Carter consulted his physician. At | 
the doctor’s office he suffered a | 
stroke and died on entering the | 
hospital. 
Boake Carter came to the U. S. | 
fom England in 1920, and was} 
employed on different newspapers, | 
neluding the Tulsa World, the} 
Mexico City Excelsior, the Phila- | 
lelphia Evening Bulletin and| 
Philadelphia Daily News. Shortly 
fter gaining attention through his 
spot broadcast from the scene of | 
the Lindbergh kidnapping, Carter | 
as signed by Philco Radio &| 
Television Corporation, for which | 
le once gained radio’s No. 1 radio | 
| 


news commentator rating. 
W. S. YERKES | 
Newark, Nov. 14.—William S. 


79, a vice-president of | 
United Advertising Corporation of 
Newark and New York, died at 
range Memorial Hospital Nov. 9. 


Vast 
rerKes, 


Mr. Yerkes started as a youth 
th the Philadelphia Bill Post-| 
g & Sign Company. Later he 


O. J. Gude & Co. and ad- 
anced to vice-president. When) 
the Gude company was purchased 
General Outdoor Advertising 
iny he remained as a vice- 
esident of the latter firm. He 
lso a vice-president of Out- | 
Advertising Incorporated. 


SAMUEL H. COOK 


N York, Nov. 14.—Samuel H. 
65, president of the Onon- 

ig Broadcasting Company, 
operates Station WFBL, 

ise, and former vice-presi- 
nd general manager of the 
-Lipe-Chapin division of 


il Motors, died Nov. 8. 


a 


tising Age, November 20, 1944 


Petrillo Agreement 
Won't Alter Record 
Promotion Plans 


(Continued from Page 1) 


“masterwork” albums and other 
records available this year, and 
contains suggested dealer ads for 
newspapers. Benton & Bowles, 
New York, is Columbia’s agency. 
A CRC official said the company 
spent around $700,000 in 1944 for 
advertising and promotion and 
would probably spend about the 
same amount next year. 
Resumption of recording by both 


companies began during the 24- 
hour period after the Nov. 11 sign- 
ing of the agreement with James 
C. Petrillo, president of the AFM. | 
First RCA phonograph recording | 
made since the AFM ban went into | 


effect 27 months ago featured 
Vaughn Monroe’s orchestra play- 
ing “The Trolley Song.’ CRC 
started with 12-inch disks of ‘“‘Ave 


Maria,” played by Andre Kostel- | 


anetz and his orchestra. 

The union will receive fees from 
the recording companies ranging 
from %4 of a cent for each 36-cent 
record to five cents for every $5 
record, bringing in to the union 
each year an estimated total of 
$4,000,000. This, Mr. Petrillo states, 
will be set aside as a fund for 
unemployed musicians and “to 
spread musical culture.’ At a 
press conference after the signing 
of the agreement, the AFM presi- 
dent said that 130,000,000 records 
were made annually before the 
ban started, but with the present 


boom in recordings, production 
will run “maybe 300,000,000 a 
year.” 


The new contract, effective im- 


mediately, runs until Dec. 31, 
|1947. One clause provides that 
|when the contract expires, or is 


|interrupted by any breech, con- 
tracts by the companies with indi- 


no matter what the 


dates of those contracts may be. 


Television Group 
Will Meet Dec. 11-12 


vision Broadcasters Association, 
Inc., national television trade as- 
sociation, will be held Dec. 11 and 


York. 
Meetings will discuss the fun- 
damentals and wartime progress 


vidual AFM artists will also lapse | 
expiration 


First annual conference of Tele- | 


12 at the Hotel Commodore, New| j 


lof television, its current applica- | 


| tions and future field. Dr. Allen 


|B. DuMont, head of DuMont Lab- | 


oratories, is president of the as- 
| sociation, 
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“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


the sensational descriptive booklet of 
the Building Market. Contains informa- 
tion impartially presented that's easily 
understood about the building that all 
the talking is about. 


Send for a copy of this booklet, just 
off the press, or ask your advertising 
agency about it. 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


—_ 


THORSTEIN VEBLEN is the most caustic and bitter critic 
of American capitalist society. Also the best informed and most 
penetrating. His influence on economic thinking—especially on 
the left—has been profound. Many recent New Deal notions, in- 
deed, are really vulgarized versions of Veblen, minus his insight. 


The main targets of Veblen’s attacks were the luxuries and 
trimmings of our way of life. With rapier phrases he satirized 
what he called “‘conspicuous waste’; “conspicuous leisure’’; 
“conspicuous consumption.” 


Perhaps he should not be blamed too much. His great work 
was done at the turn of the century when our economic prob- 


lem was production. He could see no reason for spending effort 
on vendibility — those extras of design and packaging, those 
touches of elegance that make products more desirable. 


Veblen failed to understand that in a flowering civilization 
the luxuries tend to become necessities, not only for the classes 
but for the masses. He did not foresee that the big job in our 
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ng the great books of our time.1 


Published by The Viking Press 


day—when we can produce all we need and more—would be 
to create new wants and raise the popular appetite for better 


things. 


Our quarrel is less with Vebleu, who wrote from the vantage 
point of 1900, than with those of his modern disciples who still 
mouth his outdated phrases. The intelligent student of our 


present America knows that we have become a luxury civiliza 


tion very much concerned with vendibility—with the tasks of 
stimulating mass demand by packaging, advertising, selling on 


a large scale. 


More than any other single medium, magazines in the mass 
market help to expand vendibility. Pictorially and in words, 
they have the vital function of introducing to millions of people 


the products that make for better living. 


Both the advertisers and the 


magazines are in 


this Wa) 


tackling the real economic problem of our epoch. 
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Ad Association Elects 

Dan T. White Jr., of Mithoff & 
White, El Paso, has been elected | 
president of Southwestern As- 


sociation of Advertising Agencies. | 


| Others elected are Paul C. Franke 
|r. of Franke - Wilkinson - Schi- 
| wetz, Inc., Houston, and Alfonso 
Johnson, Dallas, reelected execu- 
tive secretary. 


IF WE WERE 
AN 
ADVERTISER 


places in a great market! 


J. H. McGillvra, Inc. 


Representative 


. . . we'd plan, right now, to 

go after a good slice of 

Detroit Area business . . . with the help of CKLW. 
We'd remember that this station's a live wire... 
with 5,000 watts at 800 kc., a cinch to give out the 
largest concentrated coverage in this region... by 
the yardstick of results per-dollar-cost! We'd begin 
making schedules, and commitments now .. . even 
though time is scarce . . . so when an availability 
occurs, we'd be there .. . on a station that's going 


Union Guardian Building, Detroit 


ANA Steps Up 
Effort to Boost 
‘Brand Names 


(Continued from Page 2) 


suit special needs” and to im- 
proved selection of sales people, 
| David R. Osborne, training direc- 
tor of Studebaker Corporation, 
told the meeting. Also, many pre- 
| war salesmen’s compensation plans 
|are now being overhauled, because 
of their effects on selection, train- 
ing and morale. The influences of 
|military and wartime industrial 
methods are being felt on the 
| training of tomorrow’s salesmen. 

| A salesmen’s recruiting and 
' training program developed for 
the Committee for 
| velopment by the National Society 
'of Sales Training Executives, “has 
been made the basis for some 300 
sales training clinics conducted by 
56 local clubs . . . affiliated with 
the National Federation of Sales 
Executives,” he said. 


Population Shifts Cited 


| 

| Albert Haring, professor of mar- 
| keting at Indiana University, cited | 
| wartime shifts of population, the | 

| fact that “10,000,000 families have 

|moved up one or more 

| groups, 
power 

| postw ar marketing. One factor on | 
| which more research is needed, he | 


| said, is postwar margins for dis- 
tributors and dealers. “If de-| 
|creased margins appear postwar, 


|and if dealers relax store promo- 


Economic De- | 


income | 
” and greater rural buying | which 
among factors governing | guide in making decisions on man- 
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were Roger H. Bolin of Westing- 
house; Curry W. Stoup, Harry 
Ferguson, Inc.; Herbert D. Bissell, 
Electric Auto-Lite Company, and 
Harry E. Warren, Edison General 
Electric Appliance Company. 
This problem, Mr. Bolin de- 
clared, “occupies more of the time 
of our promotional people than 
any other single aspect of our 
business. . . The ideal situation is 
where the (retail) salesman uses 
the product itself for the dramatic 
effects, and knows his story so 
well that he can give a good con- 
vincing feature-by-feature presen- 
tation of the product itself.” 


Use ‘Visualizer’ 


But Westinghouse dealers also 
use a “selling booklet” or a dra- 
matic sales tool called an “X-Ray 
visualizer.” “It helps organize the 
story for the salesman, and gives 
the proper sequence for his own 
presentation,” he said. These are 
valuable for calls in the home, as 
well as for use on the sales floor. 

As background for its sales 


story, Harry Ferguson, Inc., em- 
ploys general business magazines 
and newspaper and a series of 
booklets to emphasize the im- 


|portance of a healthy agriculture 
'to the country. To farmers ine 


|company dramatizes “what mod- 


| 


ern farm equipment—the Ford | 
tractor with Ferguson System— | 
'does for him, his family and his | 
way of life.” 

“A code or standard of practice | 
newspapers can use as a| 


| 


| ufacturer-retailer cooperative ad- 
vertising problems” is being de- 
| veloped by Newspaper Advertising 
| Executives Association, Henry W. 
Manz of the Cincinnati Post, pres- 
|}ident of the NAEA, told the — 
session on media trends. Mr. 


and urge to buy will have to be | Manz has appointed a committee | 


created by the manufacturer. 


{tion on that account, the desire | 
ie cannot be done by salesmen | 


| because an effective selling force | 


is very difficult to create quickly. 
| Advertising must fall heir to a 
| very tough job,” he declared. 

Participants in a_ session on 
| “Dramatizing the Sales Story for | 
hae Use,” presided over by | 


|headed by Jesse W. Fleck of the | 
Detroit Times to tackle it. 

He quoted a letter from Mr. | 
Fleck to Carleton Healy of Hiram 
Walker, Inc., retiring chairman of 


ithe ANA, which described the 
_NAEA’s work to “eliminate such 
evils and malpractices of pre- 


C. J. Coward of Nash-Kelvinator, | 


“Figures just released by the 
National Income Unit of the 
U.S. Department of Commerce 


Phoente 


REPUBLIC au GATETTE-WyBROADCASTING Co 


GAIN in INCOME 


(Payments to Individuals) 


Between 194h and 1993 


Pe. 


Pearl Harbor days as these: 
“1. Disturbance of national 


| circulation of 


| copy prices, “adopted instead of a 


newspaper advertising pla }, 


last - minute distributor - je, 
pressure for cooperative ad: tis. 
ing; 

“2. Dealer cooperative er.fe P' 


tising allotments which were _ ¢k. 
eted and never spent; 

“3. Use of media withou ap 
circulation or rate stabili' }, 
dealers who actually make  ;of} 
from such advertising at ex ong 
of manufacturer and distri to, 

“4. Use by distributors, oF pos. 
sibly factory branch manage ‘ent. 
of dealer cooperative adve 
allotments as trick unrecord: 
COUNTS «<5 

“5. Dealers’ own prepared 
which subordinated the produc 
of the manufacturer supplyi: 
allowances.” 


New Magazine Seen 


“As new reader interests arise 


and as new editorial technique 188 
are developed, not only wil! es. 
tablished magazines be modified 


and improved, but new magazi 
will be created,” declared 
Mullen, manager of the Magazine 
Advertising Bureau. “Of th 
magazines now having an ABC 
500,000 copies or 
|/more per issue, 24 of them have 
been established since the end of 
the last war.’ 

The trend toward higher sing 


upward adjustment in magazin 
page rates,” Mr. Mullen added 


NO RECONVERSION 
IN PEORIAREA 


Peacetime products of Peoriarea 
factories and peacetime produce of 
Peoriarea farms have been diverted 
to war use. Their reconversion to 
peace channels presents no prob- 
~* lem An outstanding market now 
. —an even better market in peace. 


COMPLETE ONE-MEDIUM 
COVERAGE 

WMBD blankets rich, responsive 
Peoriarea. Average listenership to 
WMBD constantly increases—'is 
now 56.3%—more than twice as 
great as the second station in the 
area. You must use WMBD to 
reach Peoriarea. 
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anything said or written about 


O 1944 sdve ising Age, November 20, 1944 
by epr ents a strengthening of the|ing history.” The plan was first 
; alerMM. - sstructure of this indus-| conceived two years ago. Four A’s 
1s rtis. PY collaborated with ANA in the pro- 
“pe veen 1933 and 1943, he con-/duction and presentation of the 
&-uc. “the volume of magazine} study. 
© 1 0Ck > sing increased $131,000,000| Dr. Claude Robinson, president 
ile the gross billing of radio|of Opinion Research Corporation, 
, ‘YM na os inereased $121,000,000.”| under whose direction the study 
: YBfag: ine volume in 1940 exceeded | was made, urged in appraising the 
oy op igor | c first time newspaper na-/results that advertisers avoid a 
SC .dvertising volume, he said. | “naive” —— of the agen 
a “The fact that 61% of the people 
a ei! $720,000,000 Volume polled remember ih ge =: 
er sing On _he assumption that national | tising, for example,” Dr. Robinson 
Je dis Mave: ising volume after the war said, “is not wholly due to —- 
“]] continue to average 6/10ths of | tisers. It should be remembere 
ed copyli, the national income, as it| that most people have investments 
productilimid mm 1928 to 1940, and that|in war bonds, and therefore notice 


, tional income will be sta- 
‘lize. at about $120 billion, MAB 
s+imtes that the annual volume 
J * notional advertising in these 
pree media will be $720,000,000 


ts arise. woich magazines would get 
hn iquesi&ogg 000,000. 
V1 Sa 
es ified Lane Discloses Survey 
1fazines# Thomas H. Lane, director of ad- 
W. Hidortising for the Treasury, re- 
lagazinell ted that a hitherto unrevealed 
the 400 vernment survey of the postwar 
n ABCHB ans of the nation’s 85,000,000 
ples orf. ndholders showed that a large 
t do ajority intend to use their in- 
nd ol 


estments “to improve basic fam- 
conditions — home, education, 


r single@-curity and retirement.” 
4G Of anw “The figures show,” Mr. Lane 
lagezinem@.id “that the vast majority of 
added ce people, at least at the present 
ime, regard their war bond money 


ts a capital investment, not as 
mething to be spent for imme- 
ate consumer goods.” 

Mr. Lane said he believed this 
s great significance to adver- 
isers because this backlog of pur- 
asing power would give people 
sense of security and confidence 
hey never had before and would 
make possible greater spending of 
urrent income and other forms of 
avings. 
According to 

currently 


Mr. Lane, there 
$34,700,000,000 in 


avings bonds outstanding, © an 
mount four times the combined 


441 sales of the ten largest de- 
artment stores in the United 
tates, plus the combined annual 
ales of the 15 largest advertisers 
if that time. 

Despite redemptions, Mr. Lane 
aid the Treasury still has almost 
NM cents of every dollar invested 
n bonds. By the end of the war, 
predicted, the nestegg of out- 
tanding savings bonds would 
each $54,000,000,000. 

War bond advertising was. rated 
e “most noticed” single war ad- 
‘tising theme in the ANA na- 
nal poll of public opinion, first 
fa continuing series, it was re- 
ealed at Friday morning’s session 
{the meeting. 

Runners-up were campaigns for 
aper salvage and waste fats. Red 
toss, lagging in a_ preliminary 
ring survey, showed 


signs of 
aining in a recent re-check. 
‘Milestone in Advertising’ 
C. C. Carr, chairman of the 
heeting, at which results of the 
Irvey were shown on slides with 
und accompaniment produced by 
BS, described the application of 
le publie poll technique to adver- 
sing “milestone in advertis- 


Sa 


If it’s 


A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
& minimum cost you reach 
urban and suburban popula- 
tion, 


“Independent Survey of Providence Bulletin 


} 
| 


them. Most people, too, have car- 
ried a leaky bag of waste fat to 
the butchers, or have stamped 
their heels on a tin can.” 

Other results of the poll showed 
that 46% of people quizzed under- 


stand that advertising is an essen- 
| tial part of the mass production 
|system and that it lowers rather | 
| than raises prices; that 71% expect | 
|higher prices after the war; that| 
the first thing the majority want | 
in the postwar era is a new nar, 
with refrigerators, washing ma- 
chines and radios all in the run-| 
; ning. 


Holland Papers 
Resume Advertising 


First issues received in London 
of the Eindhovensch Dagblat and 
Oost-Brabant, newspapers of Eind- 
hoven, Holland, show these papers 
to be the first to resume advertis- 


ing in liberated Holland. The 
papers are standard size but of | 
lonly two pages. Advertising| 


{makes up about one-half page, 
| half of which is death notices. 


May Becomes Economist 
with McGraw-Hill Co. 


Stacy May, since 1940 director 
of planning and research of the 
War Production Board and prede- 
cessor agencies, 
has joined Mc- 
Graw-Hill Pub- 
lishing Com- 
pany, New 
York, as assist- 
ant to James H. 
McGraw ZJr., 
president, and 
as company 
economist. 


1942 Mr. 
also was a 
member of the 
council of the 


Stacy May 


business advisory 
Department of 
1941, he went to England for the 


From 1940 to} 
May | 


Commerce. In| 


61 


coordination of the productive re- 
sources of Britain and America. 
He also served as economist with 
the British - American Combined 
Shipping Adjustment board. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 

be doing just that. 

There's a 7 billion Manufacture 
dollar market you and Sell 
/}could encouragej COSMETICS 
simply by letting 


these people know you u welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 


War Department to collect data for | ing this great and growing market. 


ELECTRIC DISHWASHER 


eal 


/ 
= 


“Hi, Pappy, he wants to know how we like 
our Electric Dishwasher!” 


Field surveys may have their lighter moments, but 
they're mainly hard, exacting work. And it’s another 
big job to dish up the findings to electrical appliance 
retailers in a form that is really helpful. 


Maybe we'd duck such a chore, if we knew of any 
other good way to gather the real McCoy for Electrical 
Merchandising readers. 


But we don’t, 


so we repeatedly heist ourselves out 


of the swivel-chair, hike about and ring doorbells until 
we have an armful of FACTS—direct from present 
users—about such guideposts to the retailer's future as 
Electric Dishwashers, Clothes-dryers, Television Sets 
and the other less familiar appliances. 


Analytical, cleanly thought-through articles on these 
findings are running in current issues of Electrical 
Merchandising. They certainly show up some things 


(which we thought we knew all about) in an entirely 
new and different light. Judging by what retailers, 
salesmen and manufacturers say, we've again lapped 
the field in reader service—and reader interest. 


Such d j 

uch Reader Service means... 

a live, interested audience for Electrical Merchandising 
advertisers. Electrical Merchandising’s 25,000 circulation 
covers all types of retailers who sold electrical appliances 


and radios in 2 


lume. They are the men who will help 


build your postwar prosperity, if you show then—NOW 


—how they will share in it. 


Whether your product is ready to “shoot’”—or if you 
must build and hold retailer organization until you are 
ready, Electrical Merchandising, the retailers’ choice by 
7 to 1, is your logical choice for reaching those it will pay 


you best to reach! 


READY for Post-War} 


ELECTRICAL MERCHANDISING 


THe Crorui 


1] 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 18 
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Countesses Got on their Bicycles | 
and Rode Home 


Seldom, in all the strange interludes off” 
this war, has a magazine received as fan§™. 
tastic and gay a cable from Europe as ou 
war correspondent’s report on the recen fie 
Paris Fashion Openings. Here’s how i 
begins: 


Cable from Paris: This deathiess city has held i 
coming-out party to celebrate the end ¢ 
four years of German rule. In one dizzy wee 
some forty dressmaking houses launche 
their ‘liberation collection” of new fast 
ions. Uniformed war correspondents s« 
and shivered on little gilt chairs to watc 
what was surely one of the strangest shou 
ings in history. The salons were bright wit 
flowers, sometimes champagne was serve 
But there was no heat. Mannequins showe 
gorgeous models of luscious fabrics use 
seemingly without stint, and after it wags: 
over countesses got on their bicycles an 
rode home. 


The Companion is the first woman’s mag 
azine. to publish the story of the Ope 
ings. Woman-like, Helena Huntingto 
Smith, our war correspondent, was theré 
before pushing on toward Aachen. He 
article, “Paris Looks to Her Laurels, 
December Companion, is a parade om 
amazing styles sprung full-blown fron, 
the salons and the unquenchable spiril 
of France. This is another article in th 
Companion’s energetic program whic 
adds newsworthy information abou 
woman’s outside world to all we are 2i\ 
ing her on homemaking. 


CCOMPANIO 


THE CROWELL-COLLIER PUBLISHING COMPA 


THE COMPLETE WOMAN’S MAGAZ N 
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4dvertising Age, November 20, 1944 


ACA WINNERS—Winners of the 1944 Association of Canadian Advertisers 
wards and contest officials are, left to right, H. H. Rimmer, advertising man- 
ager, Canadian General Electric Co., chairman of the jury; Harry Sedgwick, 
yesident of CFRB, Toronto, winner of the silver medal (media); B. W. 
eightley, advertising manager, Canadian Industries, Montreal, winner of the 
S OUBM wld medal; C. R. Vint, president, Colgate-Palmolive-Peet Co. Ltd., silver 

redal (advertiser) ; Hector Fontaine, president, Canadian Advertising Agency, 
CEN Biver medal (agency), and R. L. Sperber, immediate past president of ACA, 
P who presented the awards. 
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LLIS-CHALMERS 


TOR DIVISION 


BOW TO HELP WEN THE VICTORY... AND PEACE! © Senet remy ttead Bey nd temp Wer Sead. Ya 


RESPONSE-GETTER—An unusually heavy demand for reprints greeted this ad 
S USCCB ..sred for Allis-Chalmers tractor division and placed in publications reach- 
it wages contractors, highway and street officials. Copy is from an article by John 

H. Hoagland of the Louisville Courier-Journal, with urgent war themes plugged 
>§ (nN@ in the underline. Bert S. Gittins, Advertising, Milwaukee, is the agency. 
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ALUTE TO SALVAGE—When Herbert M. Faust retired this month as director 
if ‘the WPB salvage division, this was part of the group giving him a testimonial 
Spl nner at the Waldorf-Astoria Hotel, New York. Left to right, Frank Block, 
h tector of the conservation committee of the Waste Paper Consuming Indus- 
nt *s; Mr. Faust; Edwin S. Friendly, toastmaster and chairman of the U. S. 
P ttory Waste Paper campaign, and Paul W. White, dinner chairman and 
y | ic president of the National Association of Waste Material Dealers. 
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“5. = PROMOTION—Dramatic window and counter display cards used by 
s in department and men's wear stores, received unsolicited promotion 
when Morehouse-Gorham Co., New York publishers’ book store, fea- 

1 ree of them in its 4Ist street window. The Lee name, plugging its 
— *'y Dale Carnegie show over Mutual, appears at the bottom of the display. 


4AOTOGRAPHIC REVIEW 


MENU ART—Capitalizing on public 
interest in historical prints of early 
Philadelphia used _ in Philadelphia 
blended whisky ads, Continental Dis- 
tilling Corp. has reproduced these two 
on menu cards offered free to restau- 
rants and tap rooms. Al Paul Lefton 
Co. is Continental's agency. 


SALES SENTIMENT—At Christmas and 
graduation time every year since 1936, 
Hamilton Watch Co., Lancaster, Pa., 
has scheduled a "sentimental" ad with 
a personalized gift touch. This Christ- 
mas, the Hamilton ad has a wartime 
theme—"To Jim: while you're waiting 
for that brand new Hamilton." It will 
appear in Christmas issues of Esquire, 
Life, The Saturday Evening Post and 
National Geographic. Agency is 
BBDO, New York. 


tee 
o ne 
EALERS and builders alike thigh highfy of 


PURITAN Sash Cord. The fact that it has begg p Jarge 
selling quality rd for m years proveg ye Pacritan 
i . 
{ ordage Mills, Inc,, Louisville, Ky Pct LAST OPONS 


ee f sash cord.-elethes line, and braided and twisted cotion cords 
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EYE-CATCHING REMINDER—Puritan Cordage Mills, Louisville, whose sales 

are now restricted to government and the armed forces, has launched a series 

of ads in hardware and building material business papers to help keep the 

Puritan sash cord brand name before the trade. Farson & Huff Advertising 
Agency, Louisville, handles the account. 


ANIMATED OlL—Standard of California has adopted this cartoon character 

based on a bottle of Standard’s RPM motor oil, for a series of 24-sheet posters 

prepared by Batten, Barton, Durstine & Osborn, San Francisco, to appear in 

seven western states. The format was adopted to make the frequently compli- 
cated sales features of RPM oil easy to understand. 


GUESTS—Gathered to hear President Eric Johnston speak on marketing and 

distribution at the recent U. S. Chamber of Commerce marketing conference 

in New York, were these guests and their hosts from Nation's Business: Left 

to right, A. L. Decker, The Buchen Co.; Ray Orwig and Lester Douglas, Nation's 

Business; Harry R. Schreier, L. E. McGivena & Co.; E. R. Grace, Grace & 
Bement, Inc., and Jay Holzer, Nation's Business. 


"Victory, can be delayed 


if our enemies learn our secrets. 
‘++ J. Edgar Hoover 


REMINDER—Bostonians are reminded that " 


STIttL cosT Lives! 4 
By.8 _——_— 
ommmr ar wem ” “== . = eee 


Careless Talk Can Still Cost Lives” by this mammoth painted board opposite 


the city's Hotel Statler. The board was installed by John Donnelly & Sons for OWI, in the interest of the Security of War 


Information program. 
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the Sun sells* 
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A cartoonist who takes a firm stand against only 
the housefly and the common cold is a menace 
to the paper shortage. Such cartoonists are con- 
spicuous by their absence from the staff of The 
Chicago Sun. 


Sun cartoons have a searchlight focus, spotting 
people, events, trends with vigorous insight. It 
takes good men to do this—and The Sun has 
them. For example: 


Charles Werner... who started cartooning at the 
age of eleven... who went on to win the Pulitzer 
Prize in 1938... 


volities, sociology. 
| s} 


. a serious student of history, 


Jack Lambert...who pioneered a new medium 
of cartooning ... a sculptor-cartoonist who puts 
the third dimension into events of the day 
recognized as one of the most original cartoonists 


in the newspaper field. 


You can't predict the subject of Sun cartoons, 


but vou can predict their brillianey and punch, 


That is why Sun cartoons are a force. They help 
keep the readers coming back, morning after morn- 
ing, to the tune of more than 345,000 (all that 
today’s paper restrictions allow). 


If you're selling in the Chicago market, here’s 
something worth remembering: 


1. You need The Sun in any newspaper 
combination to cover Chicago completely, 
economically and efficiently. 

2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 
market with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpaper 


| THE CHICAGO SUN 


100 W. Madison St., Chicago « 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. »« NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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